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Abstract 
 
A group of rural Thai women needed more money from selling the rice they grow to pay 
for schooling and healthcare. Our goal was to provide the Raks Thai Foundation with a 
marketing plan to increase rice sales and a program on marketing to educate the villagers. Using 
interviews, surveys, and direct observations we identified the rice’s characteristics and target 
markets. We produced a marketing plan, product logo, brochure, and an educational program. 
We believe our plan has wider applicability.  
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Executive Summary 
Rural villages in northern Thailand once relied on poppies and the opium drug trade for 
income. After the eradication of poppy production about thirty years ago, Thailand faced an 
economic crisis due to foreign debt, causing farmers to lack sufficient earnings. The government, 
in response, allowed farmers to acquire loans. The northern village of Mae Khong Khaa received 
a loan, but was incapable of paying off their debt. As a solution, the government introduced cash 
crops as a revenue source, so a large corporation entered Mae Khong Khaa and instructed the 
villagers to grow corn. Although the villagers have since then paid off the loan, they currently 
still depend on selling corn to the company to obtain income. The corn the villagers grow is not 
edible, thus they are required to sell it. 
 Mae Khong Khaa villagers rely on the Raks Thai Foundation to buy, package, and sell 
their hand-milled mountain rice. In the past ten years, the villagers have begun paying for 
healthcare to increase their lifespans and have also been required by law to pay for their 
children’s education; thus, the need for more money to pay for these added costs has developed. 
The Raks Thai Foundation’s long-term goal is to show the villagers that they can become self-
sustainable and make a sufficient income by growing the crops they want to eat, such as rice, and 
selling the excess on their own. However, the foundation has not found a reliable way to 
accomplish this goal so the villagers can pay for their education and healthcare.  The villagers 
use traditional milling methods to hull the rice, which damages the grain and makes it 
unappealing to consumers and the foundation has been relying on personal business connections 
to sell the rice. 
Studies on the improvement of marketing of rice have been conducted and served as 
guides for our project. These assessments helped us support the Raks Thai Foundation’s long 
term goal: educate and provide a steady income for Mae Khong Khaa so they can become 
independent of large corporations. 
The goal of this project was to provide the Raks Thai Foundation with a marketing plan 
for the Mae Khong Khaa rice, and to begin to educate the Mae Khong Khaa villagers on 
the importance of marketing so that they can gain a reliable and better income from the 
sale of their rice.  
To address this goal, our team identified four measurable objectives: 
 Determine the project direction by assessing the importance of several problems 
surrounding Mae Khong Khaa’s rice production, processing, and marketing. 
 Identify marketing attributes of the Mae Khong Khaa rice. 
 Identify new target markets for the Mae Khong Khaa rice. 
 Identify marketing mediums that could be used to increase sales of the Mae Khong Khaa 
rice. 
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To fulfill the four objectives, our group utilized several research techniques, which 
included surveys, interviews, and observations. The following findings were identified after 
conducting extensive research and fieldwork. 
Finding 1: The most beneficial path to increasing Mae Khong Khaa’s income is marketing. 
 The project team determined that marketing was the fundamental path to increasing the 
income of Mae Khong Khaa. The village women do not have a proper understanding of their 
hand-milled rice in a market setting and do not understand the current competition and how their 
rice can be marketed to be sold more consistently and for a higher price. We concluded that an 
educational conversation with the women’s cooperative that showed them how marketing can 
increase both their rice sales and their total income would be beneficial.  
Finding 2: The key strengths of the Mae Khong Khaa rice are the milling techniques and 
the nutritional value of the product.  
Finding 3: There are several target consumer groups who have interest in the different 
characteristics of the Mae Khong Khaa rice.  
The project team identified groups that would have interest in the rice. After interviewing 
with a marketing expert, we focused on physical markets and their respective customer bases.  
The project team determined that the farmer’s market at K-Village in Bangkok and Ton Payorn 
Market in Chiang Mai are potential introduction markets for the Mae Khong Khaa rice. 
Restaurants were also determined to be a viable option for selling the rice. 
Finding 4: Internet advertisements, as well as an effective packaging design are beneficial 
to target consumers.  
The project team concluded that Internet advertisements would be feasible considering 
budget limitations. Out of Internet advertisements, a Facebook page or YouTube channel would 
be effective. It was determined that a brochure would increase income, and in terms of improved 
packaging, nutritional information and information on the product in a language other than Thai 
should be included. 
Marketing Plan 
We have developed a marketing plan, which includes a current product profile, 
information on how to introduce the product to a specific market, and effective marketing 
mediums including a marketing brochure and logo. 
Based on the results of our research, we have identified recommendations for the Raks 
Thai Foundation and the villagers of Mae Khong Khaa, which are as follows: 
xvi 
 
1) We recommend that the Raks Thai Foundation uses a marketing plan to increase 
sales of the Mae Khong Khaa rice. 
 
We suggest that the Raks Thai Foundation begin to implement our plan immediately.  
2) We recommend that the Raks Thai Foundation conduct nutritional testing on the 
rice.  
We recommend the Raks Thai Foundation finance the nutritional testing of the rice at an 
accredited facility because the nutritional information is very important for our potential 
customers. The Central Lab Thai and Chiang Mai University food science lab are options that 
can be considered for rice testing. We suggest that the Raks Thai Foundation test the rice for 
basic nutritional values such as calories, fiber, protein, fat, sugar, etc., as well as specific 
vitamins and minerals such as magnesium, thiamin, phosphorus, and Vitamin B6 because brown 
rice tends to contain more of these nutrients than white rice. Additional information on this 
recommendation can be found in the marketing plan appendix.  
3) We recommend that the Mae Khong Khaa villagers eliminate the use of chemical 
fertilizers and pesticides on their crops in fields where rice is grown. 
 
        One way to dramatically increase the price of a food item is to label and sell it as organic. 
The villagers should stop using pesticides and chemical fertilizers so that those already in the soil 
can disappear over time. We recommend that the Raks Thai Foundation help the villagers apply 
for organic verification GAP, Organic Standard, or FDA approval in the future. 
 
4) We recommend the Raks Thai Foundation perform a production analysis of rice 
and an economic review of the current crop production in Mae Khong Khaa. 
We recommend the Raks Thai Foundation perform a monthly evaluation of the rice 
production per household. This analysis will help the foundation keep records about the village’s 
agricultural development in the future. 
 
5) We recommend the Raks Thai Foundation promote an educational plan to teach the 
villagers of Mae Khong on marketing concepts and stress increased rice production. 
We recommend that the Raks Thai Foundation educate the Mae Khong Khaa villagers 
about marketing and stress the importance of increasing production of the rice. By increasing the 
production, the villagers will gain a higher income from their rice. 
 
6) We recommend the Raks Thai Foundation implement a profit distribution system if 
a significant increase in rice sales has been made. 
 
 We recommend that the Raks Thai Foundation implement their plan to distribute the 
profit from rice in three parts, instead of keeping all of the profit in a central loan system. 
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Our goal was to provide the Raks Thai Foundation with a marketing plan and to educate 
the Mae Khong Khaa villagers on the importance of marketing their rice. Our team conducted 
extensive research and fieldwork that is the basis for our results and recommendations to the 
Raks Thai Foundation and the villagers of Mae Khong Khaa. If our deliverables and 
recommendations are implemented, they can be re-evaluated and improved upon by the Raks 
Thai Foundation to provide the Mae Khong Khaa villagers with the highest income possible. If 
successful, this plan can also be applied to other rural villages of northern Thailand with the 
purpose of building a stronger, more independent Karen ethnic community.
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1.0 Introduction 
Rural villages in northern Thailand once relied on poppies and the opium drug trade for 
income (Khun Wisit, personal communication, Feb. 21, 2013). After the eradication of poppy 
production thirty years ago, Thailand faced an economic crisis, causing farmers to lack sufficient 
earnings. In response, the government allowed farmers to acquire loans. Many villages were 
unable to pay their loans off on time, so the government introduced a cash crop system as a new 
revenue source. Large corporations began to enter villages, instructing them to grow cash crops 
such as corn and cabbage. As a result, farmers have reduced the volume of subsistence crops 
grown for self-consumption, such as rice, and began growing cash crops that corporations claim 
to have a larger profit margin. While many villages have paid off their loans, they still rely on 
external companies for income. As the country developed, farmers began paying for healthcare 
to increase their lifespans and were also required by law to pay for their children’s general 
educations; thus, the need for an external source of income to pay for these additional costs 
developed. Although the farmers involved in this cash crop system believe it to be a viable 
solution, annual commodity price fluctuations in the market have often caused farmers to not 
make enough money, forcing them to obtain jobs in cities for extra income. In addition, this cash 
crop system encourages rural villages to switch from a traditional crop rotation, which retains the 
nutrients in the soil, to annually using the majority of available fields to satisfy corporate 
demands, degrading the soil quality. Because of these changes in both business and agricultural 
techniques, farmers have become dependent on the government, agribusiness companies, or 
middlemen to purchase their crops. In contrast to these large corporations’ goals, there are 
smaller organizations attempting to enable farmers to restore their self-sustainability.   
The village of Mae Khong Khaa in northern Thailand is not economically self-sufficient 
and relies on large corporations for income (Khun Wisit, personal communication, Jan. 28, 
2014). They also rely on the Raks Thai Foundation to buy, package, and sell their traditional 
mountain rice. The Raks Thai Foundation, a non-profit organization in Thailand, aids a women’s 
cooperative in the village by selling their surplus manually milled rice. The Raks Thai 
Foundation’s long-term goal is to show the villagers that they can become self-sufficient and 
make an adequate income by growing more of the crops they want to eat, such as rice, and 
selling the surplus to earn money. However, the foundation has not found a reliable way to 
accomplish this goal so that the villagers can pay for their education and healthcare expenses.  
The villagers use traditional milling methods to hull the rice, which breaks some of the rice 
grains and may make it unappealing to some consumers and the foundation has been relying on 
personal business connections to sell the rice.  
There are examples of food marketing successes when introducing a new product to the 
market (Startup Overseas, 2013). To successfully advertise food, mass media and verbal 
communication have been used to capture the attention of the target consumer. In Thailand, 
people have become increasingly interested in leading healthy lifestyles, and the number of 
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organic food products has risen in the past seven years (Edwardson, 2013). Over the past forty-
five years, improvements in the marketing of rural produce in Thailand have mainly been due to 
the Royal Projects (United Nations Office on Drugs and Crime, 2008). The Royal Projects were 
initially created to eliminate poppy production on rural farms by introducing new crops. The 
Royal Projects holds contracts with farmers by guaranteeing to buy and sell their produce, 
helping farmers to rise above the poverty level. To date, most marketing studies in Thailand have 
been designed to identify ways to reduce the number of people living in poverty through long-
term marketing aid.  
Despite this recent push in rural farming aid, there are few examples of non-profit, 
village-based marketing successes in Thailand. The Mae Khong Khaa rice has been introduced to 
small, local farmer’s markets by the Raks Thai Foundation in Chiang Mai; however, the Raks 
Thai Foundation has not been able to identify more reliable target groups of consumers for the 
Mae Khong Khaa rice, nor determine the most effective marketing techniques that could be 
utilized to maximize the value and sale of the rice. The foundation is also unsure how to educate 
the villagers on the importance of marketing and whether marketing knowledge could positively 
impact the villagers’ future. 
The goal of this project was to provide the Raks Thai Foundation with a marketing plan 
for the Mae Khong Khaa rice, and to begin to educate the Mae Khong Khaa villagers on the 
importance of marketing so that they can gain a reliable and better income from the sale of their 
rice. This study focused on finding a solution that the villagers could sustain in the future. 
Overall, we aimed to determine a way to market the uniqueness of the rice to increase its sales 
and thus increase farmers’ incomes. The project team established several objectives to achieve 
our goal: determine the project direction by assessing the importance of several problems 
surrounding Mae Khong Khaa’s rice production, identify marketing attributes of the Mae Khong 
Khaa rice, identify a new target market for the Mae Khong Khaa rice, and identify marketing 
media that could be used to increase sales of the Mae Khong Khaa rice. We conducted 
interviews, surveys, archival research, and direct observations to carry out our project. Through 
this project, we helped the Mae Khong Khaa villagers take a preliminary step in becoming 
economically self-sufficient by introducing them to the concepts of marketing and by providing 
the Raks Thai Foundation with a plan to market the rice. We believe the findings from this 
project could be applied by the Raks Thai Foundation to surrounding Karen villages, allowing 
these villages to develop a dependable economic future for themselves.  
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2.0 Literature Review 
In order to understand the marketing challenges that small-scale farmers face, this chapter 
describes the importance of marketing for small-scale farmers and how to target the ideal 
customers for the produce that they grow. We review the history of crop substitution and talk 
about opium production in Thailand, the current research and programs that have been 
implemented to attempt to stop poppy production, and how the ban on opium led to the 
introduction of cash crops. We describe a large corporation’s part in the market economy of 
small-scale farmers and discuss possible strategies and techniques to be used by small-scale 
farmers to market their produce themselves. We describe our project’s location, the Karen 
village of Mae Khong Khaa, and discuss the history, geography, education, and traditions of the 
Karen hill tribe people as well as the similarities and differences of their rice farming and 
processing methods with those used in other parts of Thailand. The current market for the Mae 
Khong Khaa rice is discussed as well as some of the nutritional attributes of hand-milled 
mountain rice.  
2.1 Crop Substitution 
Crop substitution is a practice that identifies legal crops that can replace income made 
from illegal narcotic crops, providing farmers with the assistance needed to grow the legal crops. 
Substitution is not limited to changing from one crop to another. The program can also be 
considered successful if the farmer abandons the illegal crop. 
Illegal drug plants are still a concern around the world. Plants range from marijuana to 
poppies and coca leaves (Tucci, 1998). About 140 million people worldwide consume drugs 
made from these plants. The growth and sale of these crops affects both a country’s population 
and economy. Many families that grow poppies rely on the sale of this crop for half their income. 
Research shows that there is a link between farmers that grow the plant and farmers that use the 
drug. In the 1980s, many governments in countries that had a large illegal crop industry became 
involved in crop substitution as an effort to cut down on national exports of these crops. 
Governments persuaded farmers to switch to other crops for health, education, and profit 
benefits. In many cases the government provided additional startup support. Areas of Latin 
America such as Bolivia have introduced crop substitution programs that have proven successful 
in decreasing illicit crop growth. 
The Bolivian government turned to crop substitution in the late 1980s to early 1990s due 
to the growing drug market. Until 1987, Bolivian farmers had been growing coca leaves, which 
are used to produce cocaine. Ninety-five percent of the Chapare region of Bolivia was made up 
of coca farmers. At the peak of coca growth, 92.5% of agricultural income in the country and 
roughly a quarter of the gross domestic profit came from the sale of coca leaves (Lee, 1993). The 
crop substitution program was implemented as a voluntary compensation program for farmers 
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who agreed to eliminate coca from their production system. Farmers were reported to receive 
$2,000 dollars per acre of coca they eliminated, equaling roughly $5,000 per hectare. Between 
1988 and 1992, Bolivia reported the eradication of 23,000 hectares of coca at a cost of 45 million 
dollars (Lee, 1993). As seen by the long-term success of Bolivia’s program, illicit drug growth 
can be reduced over time along with an increase in the well-being of the country and its citizens 
(Neuman, 2012). 
In Thailand, crop substitution was initiated because of drug trafficking of opium poppies 
and the impact poppies had on the country (Crooker, 1988). Poppies used to be grown for 
medical use within the hill tribe villages of northern Thailand (Plant Cultures, 2014). However, 
over time, drug lords came and began trading goods with the villagers for their poppy crops 
(Khun Nut, personal communication, Feb. 20, 2014). The trades with the drug lords contributed 
to the increased production and consumption of opium throughout Thailand and surrounding 
countries. Thus, in the 1980s, there was a huge push to eliminate poppy growth. 
The growth of poppy was thought of as the “medicine from God” before it was used for 
recreational use (Plant Cultures, 2014). Poppies were mainly used as a sedative to relax muscles, 
decrease pain, suppress coughs, and was commonly used to treat many illnesses such as liver and 
kidney problems, diarrhea, and asthma.  However, over time, people realized that they could 
produce opium from poppies. Opium is a highly addictive drug and can be processed again into 
morphine and heroin. The addictions to these drugs led to its recreational use around the world 
(PBS, 1998).  
In the 1600s, Great Britain took over parts of India and created the East India Company, a 
company that aimed to create opium drug connections with Asia, in particular China. Thailand 
had remained distant from Britain for years; however, by 1852 King Mongkut of Thailand gave 
in to British pressure and gave up control of Thailand’s opium trade to Chinese dealers and other 
traders (Linter, 2000).  Although most opium was grown in China prior to the 1950s, throughout 
this decade opium production boomed in the golden triangle, consisting of northern parts of 
Laos, Burma, and Thailand (Crooker, 1988). Opium was indirectly promoted as a way to prevent 
communist infiltration from Burma and prevent hill-tribe insurgencies. Over time, farmers in 
Northern Thailand created connections with drug traffickers who traded medicine and clothes in 
exchange for poppies. Farmers recognized that they could use small plots of land to grow large 
amounts of poppies. For every acre of poppies grown, farmers could produce seven to thirteen 
pounds of opium. The connections with drug traffickers made many farmers dependent on their 
trades and international demand. 
In 1959, Thailand implemented a law which made poppy production illegal because of its 
addictive properties of opium and the growing drug trade (United Nations Office on Drugs and 
Crime, 2008). However, when opium was banned, farmers did not stop their poppy production. 
Thailand’s government began the slow elimination of the crop in 1984, which covered 8,777 
hectares at the time, recognizing that the reason farmers were producing opium was not because 
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they were criminals but as a means to survive and make a sufficient income. The government 
persuaded farmers that they receive minimal income from drug traffickers because drug 
traffickers made the majority of the money from the drug trade.  Thus there was an opportunity 
to introduce alternative ways to earn income in the highlands. 
The Royal Projects in Thailand were created as one solution to help eliminate opium 
production by introducing alternative crops for poppies and constructing a marketing strategy to 
help farmers rise above the poverty level (United Nations Office on Drugs and Crime, 2008). 
The Royal Projects began in 1969 when King Bhumibol visited a farm and introduced peaches as 
a crop to demonstrate that growing peaches was more profitable than growing poppies. The King 
saw that as a result, farmers earned more money than they did when they had grown poppies. 
The King soon formulated a plan of traveling to various farms to introduce non-native crops for 
tribes to grow in place of poppies. Realizing that there was a poverty crisis in Thailand, the King 
instructed the government officials not to destroy poppy fields until a village was able to sustain 
a living off of alternative crops. To aid in the success of the projects, development centers around 
Thailand were opened where farmers could go to learn various farming techniques such as how 
to grow the new crops. This program continued to expand as policies on opium were 
strengthened. There are several main contributors to the push to strengthen opium laws (Crooker, 
1988):  
1.           When World War II ended, Chinese nationalist troops entered Thailand 
and offered to protect the hill-tribes from communist insurgencies as long as the 
Chinese could introduce poppy growth to the villages. By the 1970s the Thai 
government was disappointed with the nationalists acting against Burmese 
communist insurgencies and did not believe that the drug trade was beneficial to 
the countries well-being. 
2.           The spread of heroin addiction among United States troops in South 
Vietnam led to the United States telling Thailand to strengthen its laws against 
opium. 
3.           As U.S troops left in 1975, they left behind large amounts of cheap heroin 
and drug addiction problems in Bangkok. 
Although the Royal Projects were started before any of these three factors occurred, 
without these the projects would not have been as successful (United Nations Office on Drugs 
and Crime, 2008). By 2007, there were thirty-eight functioning development centers for the 
Royal Projects and the program was able to reach about 10% of the total highland farming 
population.  Currently, once sponsored crops are grown, the Royal Projects buys the crops 
directly at a set price and then sells them. The highest quality produce receives the “Royal 
Project” label and is sold in Royal Project stores and other grocery chains. For example, Figure 1 
shows a Royal Projects rice product that is sold at a Royal Projects store in Chiang Mai 
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International Airport. This half-milled rice is sold in 1 kg vacuum-sealed bags for 50 baht and 
includes directions in Thai and English on how to cook the rice. 
 
 
Figure 1: A zoomed-in view of a rice package sold by the Royal Projects in Chiang Mai International Airport 
Royal Projects’ produce is popular in western restaurants and hotels in Thailand because 
they are able to purchase non-native crops locally (United Nations Office on Drugs and Crime, 
2008). To date, over 150 non-native alternative crops have been brought into Thailand, some 
being more successful than others. The projects have become so extensive that the Highland 
Research and Development Institute was created to aid in the program’s success. In 2000, the 
average Royal Project participant earned 60,000 baht per year. Although the projects have 
eliminated opium production in every Royal Project village, the biggest problem for the projects 
is that they do not reach about 90% of the highland farmers. Many tribes do not wish to change 
their traditions and participate in the projects. The King hopes that through education, social 
services, and a better infrastructure, the Royal Projects can spread across the Highlands. 
 
The Royal Projects can only expand so fast, and the 90% of farmers that the Royal 
Projects have not reached are in need of aid (United Nations Office on Drugs and Crime, 2008). 
The Royal Projects cannot reach out to more farming communities on their own due to limited 
resources and the size of the upland population. It is necessary for other organizations to identify 
successful marketing strategies for current products produced in villages to improve their quality 
of life and inhibit the return of poppy cultivation and the drug trade. 
Aside from the Royal Projects, another initiative to help farmers stay away from poppies 
as their major crop occurred in 1997, when an economic crisis occurred. As a preventative 
measure, the government helped farmers during the economic crisis to assure that farmers did 
not fall back into poppy growth.  The economic crisis led to a loss of many jobs; however, few 
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jobs were lost in the agricultural sector (Jitsanguan, 2001). In fact, most people who lost their 
jobs in urban areas began to work in agriculture. With the increase of people and production in 
agriculture, more competition arose. Farmers could no longer sustain themselves and sell their 
products on their own in a competitive market. 
In order to aid these small-scale farms, the Thai government provided loans and 
suggested that farmers improve their fields by creating irrigation systems or any other means that 
would increase production (Japan International Cooperation Agency, 1999). The government 
loans were only offered for a limited amount of time; thus some farmers had still not settled into 
their agricultural activities when the time came to pay the government back (Khun Wisit, 
personal communication, Jan. 28, 2014). Therefore, the government provided them with the 
opportunity to participate in cash crop production and use profits from these cash crops to pay 
back the government. The large corporations that introduced these small farms to cash crops 
supplied them with seeds, fertilizers, and pesticides to support production and to produce quality 
produce. 
In Thailand, cash crops include but are not limited to rice, sugar cane, cassava, soybeans, 
and corn. Large corporations such as CP work as the intermediary between the farmers and 
consumers (Oguoma, 2010). They set the price of the product based on cost of transportation, 
storage, and profit of the product. There are both advantages and disadvantages to villages 
working with middlemen. 
Middlemen can bring products to large markets where there are people who can afford 
and are willing to pay higher prices for a product (Oguoma, 2010).  They are also able to identify 
economies that buyers and sellers cannot. Middlemen take away a percentage of the income from 
the farmers. In addition, many cash crops have fluctuating market prices so farmers do not make 
consistent incomes (Khun Wisit, personal communication, Feb. 20, 2014). Middlemen receive 
production cost and a significant profit from products they present to the market, and the funds 
do not always get transferred back to the farmers (Oguoma, 2010). Also, the middlemen are not 
deterred by product spoilage because they have more than enough money to support further 
sales. Specifically, large corporations that are middlemen limit the amount of income the farmers 
receive and earn for themselves any additional profit. 
2.2 Marketing for Small-Scale Farms 
 This section reviews some of the basic marketing practices in order to promote small-
scale farmers’ produce. We provide general information on best practices on how to introduce a 
product to the market and the best media and methods to promote the product. 
In order to introduce a new marketing strategy into a foreign culture, several 
characteristics of the community must be determined (Magagna, 1991). To ensure that a 
marketing plan is not offensive to a culture, one must determine the jurisdiction of the 
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community, local traditions and identity, the material’s production, and the community 
institutions must be determined. Listed below are the concepts that should be assessed in order to 
introduce a marketing plan: 
Jurisdiction of community: The cohesiveness of a rural community can be assessed by observing 
the mechanisms through which decisions are made (Magagna, 1991). Some communities may be 
more open to discussion in resolving problems and embracing new technologies and ideas, while 
others may depend on a leader to make decisions that the rest of the community follows 
Local tradition and identity: Strong communities have similar interests and a more cohesive 
sense of identity resulting in more unified decisions, including marketing techniques (Magagna, 
1991). Sometimes, several communities in a region may decide to work together due to a lack of 
individual resources and money. In this case, the traditions of each community must be 
respected. 
There are several successful projects in the world that concentrate on working with a 
community to develop a marketing plan for rice. A study in the Philippines by Agdeppa (2011) 
focused on a basic marketing development plan for the rice industry. Agdeppa stated that to 
develop an effective marketing strategy for rice, one should include the identification of 
networks for product launching.  The producer must identify potential organizations that may 
support the rice and bring stability to the vision of the product. The organization could be a 
group of stakeholders that provide an analysis of the effects the product has in the market. The 
organization could be government supported if the product is provided with government 
subsidies.  Lastly, the producer, stakeholders, and any organizations involved must assess social 
media and identify the best marketing media for the product.  Agdeppa believes that if these 
strategies were implemented throughout the world, there would be further improvement in the 
rice industry in terms of increased retail sales and incomes for farmers. 
Agdeppa’s concepts proved valid in Indonesia where the government has helped 
producers market their organic rice to increase profit (MacRae, 2011). Since 2003, the 
Indonesian government has implemented a marketing strategy based on “community 
participation” (MacRae, 2006). Community participation is related to the concept of 
participatory development, which engages local people to aid in the development of ideas in 
order to enhance a project. After Indonesian economists analyzed how important tourism and 
international markets were to agriculture, they decided to build customer relationships through 
the portrayal of the community, the principles of democracy, equity, partnership, and protection 
of the vulnerable. The government set its standards high and obtained knowledge of consumer 
values, from which they based their marketing strategy. Since 2009, the country has invested 
eight billion rupiah in raising awareness of organic methods. In addition, the government made 
an effort to connect with farming villages and aid them by increasing social services and 
educating them on healthy lifestyles. In response, more farmers in Indonesia have switched to 
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organic farming; the yield of organic rice has been about 7.5 tons annually per hectare since 
2004. These marketing strategies have advanced Indonesia as a worldwide exporter of 
agricultural products. 
When implementing a marketing strategy, the market of interest must first be understood 
in order for the marketing strategy to be created. To enter a new food product into the market, it 
is important to be knowledgeable about similar products already established in the market that 
may become future competitors (Pace, 2010). It is unrealistic to think that a new product can 
compete with large chains and brand names. To sell a new product, it is helpful to develop a 
background story that customers can relate to by placing a product’s development history on the 
food package. Once the packaging is finalized, the next step is to determine where the product 
will be sold. Thai people value face-to-face interaction, so introducing a new product at a 
farmers’ market could lead to strong rapport and loyalty with customers. Another option is to 
find a store similar to stores in the Whole Foods chain in the U.S.A., which is willing to sell 
products of farmers. Whole Foods effectively sells new products because they give food samples 
and coupons to customers when they introduce the food in their stores. When introducing a new 
product, Pace (2010) suggests waiting six to nine months for the food to establish a foundation in 
the market. After this time period, assessments can then be made as to whether or not the product 
is successful and whether changes in marketing techniques are necessary. 
The best way for producers to sell their product within Thailand is to gain an 
understanding of the culture and become aware of the beliefs and superstitions of the target 
population (Startup Overseas, 2013). Thailand has a predominantly Buddhist population. 
Buddhists believe that selfishness and desire bring suffering, and that kindness and compassion 
bring happiness and well-being. According to Startup Oversees, advertising that is “belittling or 
cruel would conflict with the ethos of many Thais” (para. 8).   
A company must invest in resources to decide how to attract target consumers when 
entering a product into the market (MIT, 2002). Products can be assessed through a mixed 
marketing method that consists of the “4P’s:” price, production, promotion, and profit. The 
product must be periodically reassessed to ensure that the needs of the target market are met as 
company and consumer tastes change over time. 
Product: A product is what a company wants to introduce to consumers (Mind Tools, 2014). The 
more information that a company knows about their product, the more they can discover selling 
points to market to customers. A company has to determine whether or not a product’s life cycle 
can satisfy customer needs, which includes four phases; introduction, growth, maturity, and 
decline.  
Price: The price is the amount of money that customers pay to purchase a product (Mind Tools, 
2014). Price is a key factor that affects the demand and sale of a product. To set the price of a 
product, customers’ perceived value of the product should be determined and considered.  
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Place: The location of the product should be clearly visible to consumers (Mind Tools, 2014). A 
company has to determine what distribution channels target customers actively access. An 
optimal place can be determined by observing where competitors sell their products and what 
type of marketing strategy they are using to sell the product.  
Promotion: Promotion is the way a company delivers a message to a customer (Mind Tools, 
2014). Promotions include, but are not limited to, advertising materials, sales promotions, and 
public relations with customers. To achieve the best outcomes from promotions, companies must 
assess factors that alter consumers’ views. For example, health conscious consumers will be 
more willing to buy a rice product that has nutritional information on the package then a package 
that does not have the information.  
In addition to the 4Ps, there are specific marketing strategies and techniques that can be 
used to increase sales of a product. These include advertisements in newspapers, radio, 
television, and other marketing media (Polvanich, 1972). Advertising through television is the 
most popular way to gain favor in the Thailand market. In 2008, television infomercials 
commanded 58% of the advertising market and were the most-used form of promotion (Startup 
Overseas, 2013). Today, there are six free television channels and thirty user-fee channels in 
Thailand. Three of these channels broadcast infomercials 24-hours a day. 
A range of mass media should be used to create successful advertisements for rice, 
including verbal communication (Startup Overseas, 2013). Many companies do not handle their 
own marketing and instead hire advertising agencies; however, face-to-face interaction and 
personal contact is the most effective marketing tool used within Thailand. To be successful, 
sellers must understand that relationships with customers are vital to business and take time to 
develop them. 
Aside from mass media, marketing a product goes back to the packaging design at the 
market. Branding a product helps enhance the consumer appeal of the package (Entrepreneur 
Media Incorporation, 2014). If customers have positive reactions to a logo, they are more likely 
to buy the product because it is a sign that a company is well established in the market. There are 
three types of logos: logos that are font-based, logos that are abstract symbols, and logos that 
describe a company through pictures. The best logo option for a start-up company is a logo that 
describes the company through pictures. 
When creating a logo, there are several factors to consider (Entrepreneur Media 
Incorporation, 2014). A logo should be able to be shrunk and expanded, and also distinguishable 
in black and white color. Logos that capture the uniqueness of a company through original 
artwork are generally more successful. Logos should have the potential to remain “current” for 
approximately twenty years so that the logo does not need alterations, and should be cost-
effective and feasible to produce. It is advisable for a start-up company to consult a professional 
logo designer instead of creating one by themselves. 
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After a logo has been created, food labels should be considered as another marketing 
strategy to promote a new product (John Hopkins School of Public Health, 2010). Certifications 
on food, especially organic and other health related certifications, help consumers make smart 
choices. Advertisements for healthy food are also effective ways to promote the product’s 
nutrition benefits. Ads for fruits, vegetables, and grains are not as common because there are not 
as many ways to add value to the products in terms of convenience and taste compared to 
competitors in the snack food industry. There are several certifications that have been 
successfully used in the food industry such as Leaf Marque and Fairtrade, whose descriptions are 
provided below. 
The Leaf Marque is a label that certified farms can put on their food products (Leaf Marque, 
2013). It is an internationally recognized label and is available to use in Thailand. By using the 
label, members promise that they grow their produce in a way that is environmentally-friendly.  
The Fairtrade label certifies that small-scale businesses and farmers receive fair deals from 
purchasers and middlemen, and that they also meet social and environmental international 
policies (Fair Trade International, 2011). To a consumer, it means that they are purchasing a 
product that was produced and traded fairly among all parties involved and that their money is 
directly helping to decrease poverty in developing countries (EcoLabel Index, 2014). The 
Fairtrade mark is available in Thailand. Minimum prices and premiums for rice in Thailand for 
Fairtrade certification can be found on Fairtrade International’s website.  
Similar to Leaf Marque and Fairtrade, there are also organic agricultural certifications 
that farmers can receive to increase profit (United Nations Office on Drugs and Crime, 2008). 
The Good Agricultural Practices Standard and Organic Standards are the most well known in 
Thailand and have shown success over time. The descriptions of these standards are given below. 
The Good Agricultural Practices Standard (GAP) is a standard for which farmers in Thailand can 
be certified (United Nations Office on Drugs and Crime, 2008). The standard mandates that only 
a certain amount of pesticides can be used, and they have to be predetermined as “safe.” After 
purchasing pesticides, farmers must label, store, and keep track of when and how they use the 
pesticides. In 2007, 5189 farmers held the GAP standard, and they are checked once a month for 
continued compliance. Following this standard is important to farmers because they can sell their 
crops for higher prices in markets and receive a more substantial income as a result. 
The Organic Standard differs from the Good Agricultural Practices Standard in that no pesticides 
are allowed on crops (United Nations Office on Drugs and Crime, 2008). “Pesticide-free” can be 
a significant marketing tool for farmers because they can fetch prices of 20-80% higher than 
non-organic produce in the market. If organic farming is successful, the profits are significant, 
and farmers actually save money in the growing process because they do not need to purchase 
chemicals. However, following the organic standard is difficult for farmers because many are 
uninformed on the topic. 
12 
 
There are many other food certifications that can be placed on a food package that are not 
regulated that can help increase profit (John Hopkins School of Public Health, 2010). Examples 
of these are “gluten-free” or “high fiber” that may explain the general nutritional value of a food. 
When properly used, these labels can quickly inform a consumer of a product’s unique 
characteristics.  
It takes time and money to receive some of these certifications and small-scale farmers do 
not have all the necessary funds to do so (United Nations Environment Programme, 2013).  A 
common problem among small-scale farms is that the farmers do not have the time or resources 
to find a market that will support the best price for their crops. They tend to settle for low prices 
either because they need an immediate source of money to pay for things such as children’s 
education and healthcare, or because they do not understand the current selling price of their 
crops, often times both.  Another barrier in marketing for small-scale farmers is the means of 
physically getting their product to the market. Transportation presents specific problems, such as 
road conditions out from the farm or the condition of the vehicles used to bring the produce to 
the market.   
2.3 Mae Khong Khaa Village 
The villagers of Mae Khong Khaa are Karen people and continue to carry out practices of 
previous generations. In order to understand the current status of the village it is necessary to 
research the history of the village and the villagers’ flexibility as different parts of their 
livelihood changed over time. 
The history of the Karen people in Thailand cannot be understood without first looking at 
the Karen in Burma. All Karen villages in Thailand have different accounts of their past due to a 
lack of centralized history, but most villagers know that they came from either the north or west 
of Asia (Buadaeng, 2007). The Karen people in Burma were facing oppression by the Burmese 
government, which resulted in the people’s migration to Thailand. The differences between the 
Karen in Burma and Thailand are easy to identify. In Burma, the people are activists and 
outspoken in politics. In comparison, in Thailand, the Karen are quiet; they seldom speak out 
against the Thai government and have been left alone in the past. Buadaeng (2007) writes that 
most Karen have a “relatively positive view of their people’s pre-modern treatment by the [Thai] 
kings” (p. 83). 
During the 1950s, the Thai government turned their attention towards the Karen 
(Buadaeng, 2007). With the rise of the Communist Party of Thailand, (CPT) the government 
feared that the party would seek followers in the northern villages and eventually be strong 
enough to overthrow the government. In order to prevent this, the government implemented 
several programs to try to unite and spread a sense of nationalism within the Karen and the 
entirety of the northern farming villages. With the creation of these programs came the spread of 
Thai culture through the hill tribes. 
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Primary education in Thailand became mandatory in 1921 (Buadaeng, 2007). Since then, 
schools have been established in rural areas to give primary education to these people. In 1999, 
Thailand implemented a formal education act. The act stated that all children had the right to 
education without discrimination. In 2005, the act was reaffirmed and stated that all children 
must receive schooling, ensuring hill tribe education. 
Today there is still prejudice against the hill tribes including the Karen, stemming from 
their past production of poppies (Buadaeng, 2007). Since opium became illegal in 1959, there 
have been programs like the Royal Projects that have given farmers alternative crops to grow 
rather than poppies. Although there have been improvements, there is still work to be done. 
Since the 1980s, the Karen people have begun to take more of an interest in how they are 
perceived by Thais in the lowlands. They have started to receive higher education, work 
themselves into positions in the Thai government, and adopt the Thai lifestyle.  
In Karen villages the slash and burn method of agriculture is still used regardless of the 
encouragement from the Thai government to implement a practice that does not involve 
deforestation (Khun Wisit, personal communication, Jan. 28, 2014).  Overall, the villagers have 
accepted the standard Thai education, which shows that they strive to connect their culture with 
the rest of Thailand. Despite certain traditional practices, the villagers have shown that they are 
flexible, and this is essential when introducing new ideas to the people our project concerns. 
The village of Mae Khong Khaa is located within Doi Inthanon National Park in Chiang 
Mai province in Mae Chaem district (Khun Wisit, personal communication, Jan. 28, 2014). The 
location of the village can be seen in Figure 2. The forest is a food source for the villagers, which 
includes mushrooms, bamboo shoots, and various herbs. The villagers obtain water from a 
nearby mountain watershed stream system for household consumption. During the rainy season, 
transportation is difficult due to muddy, unpaved roads into and out of Mae Khong Khaa. 
Because of the remote location, most of the Mae Khong Khaa villagers do not have substantial 
resources or easy access to schools, stores, and health care.  
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Figure 2: A map of the Mae Chaem District where the village of Mae Khong Khaa is located (Google Maps, 2014b) 
The village of Mae Khong Khaa is composed of eighty-three households. Most of the 
villagers are farmers who grow rice for their own family usage (Khun Wisit, personal 
communication, Jan. 28, 2014). There is a village president and vice-president who are elected 
officials. Farmers can only grow rice crops once a year during the rainy season because of the 
need for plenty of rain to water the crop. The villagers of Mae Khong Khaa have access to 2672 
acres for farming, 288 acres of paddy field, and 60 acres for gardening.  
Traditionally, farmers in the village grew all of their own food for consumption, which 
resulted in relative independence from the outside world (Khun Wisit, personal communication, 
Jan. 28, 2014). The villagers grew crops such as cabbage, rice, peanuts, corn, and spices and 
planted them all in the same field together. The large range of crops helped to both support 
farmers’ lives and keep the necessary nutrition in the soil. The farmers used a rotation system 
where they changed the field in which they grew crops every year to allow fallow fields to regain 
nutrients.   
Over the past twenty years, farmers have relied on large corporations to buy some of their 
crops in order to pay for their children’s education and family’s healthcare (Khun Wisit, personal 
communication, Jan. 28, 2014). These corporate middlemen have convinced the villagers to 
produce cash crops such as corn and cabbage instead of their traditional food items. They now 
grow crops on every field every year, which degrades the soil quality. The villagers in Mae 
Khong Khaa make most of their income from selling a cash crop, corn; however, the price of 
corn fluctuates regularly and is thus unreliable as a source of income. Since the corn is not for 
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direct human consumption but rather used to produce livestock feed, they must sell the corn. The 
villagers use their income to purchase food for consumption, but if they do not make enough 
money, they will find city jobs to support their families. 
Besides cash crops, the villagers grow two varieties of rice; two types of mountain rice 
and one type of paddy rice, Buewaa. The mountain rice comes in two different species, Bueki 
and Buesuekee (Khun Wisit, personal communication, Jan. 28, 2014). The villagers refer to this 
rice as “sweeter, softer, and having more fragrances” compared to the paddy rice. Mountain rice 
is usually grown without chemical fertilizers or pesticides, but it is not organic due to the past 
use of chemical fertilizers and pesticides in these fields, the residues of which have remained in 
the soil. 
The Buesuekee mountain rice is the rice that is processed and produced for the Raks Thai 
Foundation, our project sponsor who is trying to help the villagers regain economic 
independence from large corporations (Khun Wisit, personal communication, Jan. 28, 2014). 
However, the yield per unit area for mountain rice is lower than it could be. The low production 
yield of mountain rice limits its ability to be able to be marketed to large industries. There is a 
cooperative formed by sixteen women in the village aged 20-55, with one leader, that hand-mill 
the mountain rice to sell to the Raks Thai Foundation. This women’s cooperative is part of a 
rotating credit association, where the income obtained from this rice is put into a “bank” and 
only the participating women can use the money in the bank. The women borrow money for their 
children’s education or other necessities and must pay off their loan within one year with 12% 
interest.  
The woman’s cooperative uses a manual milling technique by physically pounding rice in 
a mortar and pestle. The downward force on the grain forces the husk to separate from the rice 
(Rice Knowledge Bank, 2009b). This method is labor intensive compared to other machine 
milling processes, it can damage the rice grains, and it does not completely remove the bran. 
After the grain is processed, it is winnowed, separating the unprocessed rice, husks, and broken 
rice. The broken rice is then used for animal feed.  
The current production rate for hand-milled rice is estimated at one bucket of unhusked 
rice every two hours (Khun Wisit, personal communication, Jan. 28, 2014). Currently the 
maximum amount of unhusked rice the women can process is three buckets per day, which is 
equal to approximately 16.8 kgs. The villagers of Mae Khong Khaa claim that the conversion 
yield from raw rice to milled rice is 35%, producing approximately 0.8 kg of milled rice per 
bucket. The brown rice product contains a bran and germ layer that shortens the life expectancy 
of the rice to approximately six to eight months. This short shelf life can be compared to the 
longer shelf life of white rice, which is up to five years (Eat By Date, 2012).  
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2.4 Marketing and the Villagers of Mae Khong Khaa 
The villagers of Mae Khong Khaa currently depend upon the Raks Thai Foundation to 
market their mountain rice (Khun Wisit, personal communication, Jan. 28, 2014). Using the Raks 
Thai Foundation’s current marketing techniques as a basis, appropriate new strategies for their 
rice promotion could be developed. 
The Raks Thai Foundation packages the rice and then sells Mae Khong Khaa rice to a 
middleman, Khun Chalerm, who then sells it at farmers’ markets near Chiang Mai University 
and JJ market (Khun Wisit, personal communication, Jan. 28, 2014). Khun Chalerm does not sell 
the rice for his own profit, but does so because he wants to support Mae Khong Khaa and other 
rural communities (Khun Chalerm, personal communication, Jan. 29, 2014). He orders about 60 
kilograms of rice per month at 35 baht per 1 kg bag and then sells it at 40 baht per 1kg bag.  
Today, the Raks Thai Foundation is the villagers’ main means of transporting and 
packaging their rice (Khun Wisit, personal communication, Jan. 28, 2014). The Raks Thai 
Foundation has identified barriers between themselves and the villagers due to the villager’s 
limited understanding of Thailand’s food market. The foundation believes that if profits from 
selling rice could be increased, the villagers might be more willing to return to crop rotation and 
reinstate rice as their major crop for income. If this were to happen, the development and future 
of the village would not be so dependent on large corporations. 
2.5 Rice as a Marketable Product 
As of January 2014, the Raks Thai Foundation had not identified consistent consumers 
for Mae Khong Khaa rice. The foundation depended on favors from friends in order to sell the 
village’s product. However, they had a clear vision of the future of village; using the increased 
income from rice to reduce corn production and increase the amount of rice the villagers are 
willing to product. They have concluded that rice is the best crop to wean farmers away from 
selling cash crops to corporations. The main reason for this decision is that the rice market is 
relatively stable in Thailand (Index Mundi, 2014). Figure 3 shows the current stable market of 
rice, despite the economic decline in 2008 and the current decrease this year due to another 
politic situation involving the farmers and the government. If the village starts to produce more 
rice, this constant market will provide the villagers with a stable income from year to year. Rice 
is also an important part of Thai culture, making it an ideal product as there is a high demand for 
it in the country.  
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Figure 3: The Thai nominal price quote of 5% broken grain white rice (Index Mundi, 2014) 
Rice has fed more people over a longer period of time than any other crop, and is a staple 
food source for millions of people due to its adaptability to many climates (Gwinner, 1990). The 
rice market in Thailand is essential to the economy of the country as well as its culture (IRRI, 
2013d). Rice occupies over half of the arable land and is a principal food of all economic classes 
(IRRI, 2013e). The country is one of the largest exporters of rice worldwide, selling countless 
varieties of their popular food staple. Kwanchai A. Gomez (2001), Board Member of the Thai 
Rice Foundation, states that rice “is the root of [Thai] civilization” (para. 1). Rice is a 
fundamental food, and most Thais eat rice with every meal. In the Thai Language, the literal 
translation of the word “breakfast” in English is “morning rice” (Ajarn Sumalee, personal 
communication, Nov. 25, 2013).  Likewise, a rough translation of “dinner” is “evening rice.” 
Rice is valued in Thailand, and local people believe rice should not be wasted. From childhood, 
Thais are taught to not waste leftover rice but instead use it in various recipes. In addition, the 
rice plant and uneaten rice are used by Thais to “sleep on rice straw, drink rice liquor and offer 
rice to their gods” (Gomez, 2001, para. 1).  
Rice acts as a source of calories for over half the world’s population (Encyclopedia of 
Life, 2013). More than a billion people in the world depend on rice for their livelihoods. In Asia, 
90% of the rice produced is grown on more than 200 million rice farms. Most of these farms are 
small, indicating that a large percentage of Asian jobs are in agriculture. Even those who are not 
dependent on rice production for employment are dependent on the calories and food source that 
rice provides. As the population of the world increases, the International Rice Research Institute, 
or IRRI (2013e), states that in order to keep rice prices at a stable level, an additional eight to ten 
million tons of rice need to be produced annually. 
In general, the nutritional content for rice is calories, not specific vitamins and minerals 
(USDA, 2013a). However, some varieties of rice contain more amounts of crucial nutrients 
compared to others, which can be used as a marketing tool to promote a brown rice product over 
a white rice product. One cup of brown rice provides some of the important vitamins needed to 
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meet recommended daily intake levels in order to remain healthy (SELF Nutrition Data, 2013). 
The nutritional value of brown rice is approximately the same among different brands. One cup 
of brown rice meets 88% of the daily-required intake of magnesium. Magnesium is important for 
teeth and bone health, blood clots, and muscle contraction. A magnesium deficiency can lead to 
seizures and an inability to metabolize Vitamin D. One cup of brown rice also meets 15% of the 
daily requirement of Vitamin B6, which is needed for the body to metabolize amino acids. A 
deficiency in Vitamin B6 can lead to confusion and depression (Turley, 2012). One cup of brown 
rice also contains 16% of the recommended intake of phosphorus, an essential element for strong 
teeth and bones, energy transfer, and the creation of DNA and RNA (SELF Nutrition Data, 
2013). A lack of phosphorus can result in bone and muscle complications. According to the 
USDA (2013a), compared to white rice, 100 grams of brown rice contains more magnesium, 
thiamin, phosphorus, fiber, and Vitamin B6. Overall, the vitamins and minerals in brown rice are 
necessary for normal bodily function and can be used as a marketing tool in promoting a brown 
rice product over a white rice product.  
The type of rice grown in the village of Mae Khong Khaa is a type of brown mountain 
rice that is hand-milled by the villagers of Mae Khong Khaa (Department of Rice, 2007). The 
bran and germ that is on part of brown rice contains additional nutrients that white rice lacks. On 
average, mountain rice contains about 29% more protein than white rice and there is also 6% 
fewer carbohydrates in mountain rice than white rice.  Therefore, the nutrition of the Mae Khong 
Khaa rice could be a selling point in the market. 
2.6 Summary 
       Despite successes in marketing techniques used by large corporate middlemen such as CP, 
the Raks Thai Foundation has not been able to successful implement these strategies to identify a 
target market for the Mae Khong Khaa rice so that Mae Khong Khaa’s women’s cooperative can 
gain a more substantial income from their crop (Khun Wisit, personal communication, Jan. 28, 
2014). In the next chapter we explain how we carried out our research to identify a successful 
marketing plan for the Mae Khong Khaa rice.  
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3.0 Methodology  
The goal of this project was to provide the Raks Thai Foundation with a marketing plan for the 
Mae Khong Khaa rice, and to begin to educate the Mae Khong Khaa villagers on the importance 
of marketing so that they can gain a reliable and better income from the sale of their rice.  
Our measurable objectives are to: 
 Determine the project focus by identifying the most important of the problems 
surrounding Mae Khong Khaa’s rice production, processing and marketing. 
 Identify the most appealing marketing attributes of the Mae Khong Khaa rice. 
 Identify new target markets for the Mae Khong Khaa rice. 
 Identify marketing media that could be used to increase sales of the Mae Khong Khaa 
rice. 
The methods described below were designed to help us achieve each of these objectives. 
3.1 Determine the Project Focus  
Before visiting the village, the project team researched several potential problems with 
rural, small-scale rice farming. These problems are included in Appendices W-Z and background 
section 2.2 of this report. For each of these problems, the project team developed several 
potential improvements. These improvements were based on where both stakeholders, the Raks 
Thai Foundation and the villagers of Mae Khong Khaa, wanted us to focus our attention. Our 
goal for our initial visit to the village was to determine where our help would be most needed. To 
determine the opinions of both stakeholders, we developed a set of research questions to base our 
interview questions on. Our research questions were: 
 What are the main limitations in the rice processes in the village? 
 What does the women’s cooperative hope to accomplish in the future with the Raks Thai 
Foundation? 
 What does the Raks Thai Foundation hope to accomplish in Mae Khong Khaa in the 
future? 
 Why did the Raks Thai Foundation get involved with this project? 
 What are the barriers to gaining further cooperation from the villagers for this project? 
 Do the Mae Khong Khaa villagers see a problem with their rice production, storage and 
processing strategies/technologies? 
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Based on these research questions, we developed interview questions for both the Mae 
Khong Khaa villagers, Appendix J, and the Raks Thai Foundation, Appendix K. We chose to 
interview both of these groups of people because our goal was to design a project with 
deliverables that satisfied the needs of both stakeholders. 
3.1.1 Interview with Elected Officials 
To identify the scope of our project, we performed a group interview with the leader of 
the village, the Vice President of the women’s Co-op, and both Khun Tee and Khun Wisit from 
the Raks Thai Foundation. This interview, shown below in Figure 4, was mainly geared towards 
the leader of the village, as we aimed to understand the main goals of the Mae Khong Khaa 
villagers. We also addressed the current loan system in the cooperative and obtained information 
on how the rice business with the Raks Thai Foundation affects this system. Another main goal 
for this interview was to obtain initial information on the demographics of the village so that we 
could familiarize ourselves with the lives of the villagers.  
 
Figure 4: Interview with the leader of Mae Khong Khaa and the VP of the women’s co-op 
We chose to conduct a semi-structured interview, found in Appendix I, because we did 
not want the information we gathered to be limited by our questions, as it would be in a more 
structured interview. A semi-structured interview allowed us to ask the prepared questions, in 
addition to follow-up questions to gain as much information as possible.  
3.1.2 Group interview with the women’s Co-op of the Mae Khong Khaa village 
To determine the unique growing and processing characteristics of the Mae Khong Khaa 
rice, we met nine members of the women’s cooperative group who sell hand-milled mountain 
rice to the Raks Thai Foundation. We asked them to participate in a group interview, which can 
be viewed in Figure 5. Our goal for this interview was to not only understand the goals of the 
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Mae Khong Khaa women’s cooperative members, but to identify their concerns with aspects of 
the current rice production and processing system. A common problem in entering a community 
is gaining support from the people. Our initial goal was relevant to our project because if the 
villagers did not identify a problem related to their rice processes, we would not have the 
villager’s support when identifying solutions to a problem. The questions in Appendix J are 
focused on finding the goal of the villagers as well as assessing whether they could identify 
problems in the growing, storing, packaging, and drying aspects of their rice processes. This 
information allowed the project team to determine where an educational program should focus 
when introducing the importance of marketing rice. 
 
Figure 5: Interview with members of the Mae Khong Khaa women's co-op 
The project team chose to conduct a group interview over individual interviews to create 
an atmosphere in which all members felt comfortable contributing and to be sensitive to the 
villagers’ time constraints. A semi-structured group interview ensured that the village women 
were comfortable during the interview and allowed for collaboration amongst them. The 
participants were encouraged to feed off of each other’s answers, which provided stimulation in 
their responses.  In addition, there was a wedding going on in the village the day we were 
interviewing, and we did not want to take up their time with several lengthy interviews. A semi-
structured interview allowed us to ask the prepared questions, in addition to follow-up questions 
to gain as much information as possible.  
3.1.3 Interview with the Raks Thai Foundation 
Our goal for interviewing the Raks Thai Foundation was to determine reasons they 
initiated this project. We aimed to identify their goals for the Mae Khong Khaa village, if they 
differed from the goals of the villagers, and their plans for the future. We gathered this 
information in order to focus our project goal so that it satisfied the needs of both the villagers 
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and the Raks Thai Foundation. The interview lasted for approximately three hours. Our interview 
questions, found in Appendix K, focused on the Raks Thai Foundation goals for the project team 
for the village. In addition, we determined the barriers the project team needed to overcome in 
order to gain further cooperation from the villagers.  
We chose to conduct a semi-structured interview because we did not want the 
information we gathered to be limited by our questions. A semi-structured interview allowed us 
to ask the prepared questions in addition to follow-up questions to gain as much information as 
possible.  
3.2 Appropriate marketing attributes of the Mae Khong Khaa rice. 
The purpose of the second objective was to identify attributes of the Mae Khong Khaa 
rice that could be used in a marketing plan for the rice. We wanted to identify the rice’s 
marketing attributes so that we could use them as selling points when creating marketing 
materials for the rice. In addition, we wanted to determine the best population to market the rice 
to, based on its properties. For example, if we found that the rice was soft, we would be more 
successful marketing the product to a population that likes soft rice. The team developed specific 
research questions based on the information we hoped to learn: 
 What parts of the growing and processing of the rice set it apart from other types of 
rice? 
 What do the Mae Khong Khaa villagers like about their mountain rice? 
 Does hand-milled rice have any special nutritional benefits? 
 What makes people initially and repeatedly purchase the rice? 
 Does the current packaging appearance facilitate or hinder sales? 
From our research questions we developed a set of methods to obtain this information. For 
each method, we based our interview protocols and survey off of the above research questions, 
including probes for follow up questions. To identify these attributes and answer our research 
questions, we facilitated a group interview with the villagers of Mae Khong Khaa, interviewed 
Khun Chalerm, the middleman between the Raks Thai Foundation and the actual customers, and 
surveyed potential rice customers. The information obtained identified the rice’s unique 
qualities, which were then used in deciding the best target markets for the rice. The marketing 
attributes were also used in the rice marketing plan. 
3.2.1 Group Interview with the Women Co-op of the Mae Khong Khaa Village 
During the interview described in section 3.1, we asked the members of the women’s co-
op what they liked about their rice and why they prefer their mountain rice (the type of rice sold 
to the Raks Thai Foundation) rather than their paddy rice. This method revealed differences 
between the mountain rice and more common varieties of rice. The interview lasted 
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approximately an hour and a half. The interview protocol can be found in Appendix J. We were 
given specific growing and processing information for the mountain rice, and we also viewed a 
demonstration of the rice milling process. This allowed our team to distinguish the differences 
between hand-milled rice and machine-milled rice methods, which assisted in identifying the 
rice’s marketing attributes such as its unique growth and milling qualities. 
3.2.2 Interview with the Raks Thai Foundation Distributor 
After obtaining contact information from our initial talk with the Raks Thai Foundation, 
the project team interviewed Khun Chalerm, the distributor who buys the Mae Khong Khaa rice 
from the Raks Thai Foundation and sells it to his customer base. The purpose of this interview, 
shown in Figure 6 below, was to further understand the system the Mae Khong Khaa rice goes 
through from the village to the consumers, and determine what qualities attract customers to buy 
the rice. Although our interview questions were based on our research questions, we also 
obtained additional valuable information about the rice. We discovered why the distributor has 
trouble selling the rice, which led to his ideas of possible marketing improvements for the rice. 
He was able to tell us the demographic characteristics of the majority of his customers who buy 
the Mae Khong Khaa rice. The information he provided gave us ideas on marketing media 
designed to highlight the unique qualities of the rice, and possible target market groups. The 
interview lasted approximately forty minutes. This interview can be found in Appendix L.  
             
Figure 6: Interview with Khun Chalerm, the Raks Thai Foundation's distributor 
              
3.3 New target markets for Mae Khong Khaa rice. 
The purpose of identifying a new target market for the Mae Khong Khaa rice was to 
increase the number of consumers the rice was introduced to, potentially further increasing its 
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sales. One of our goals in finding a new target market was to create a consistent consumer 
population for the rice and identify a market location that would lead to returning customers. If 
enough customers purchased the rice consistently once a month, the villagers’ annual income 
would greatly increase (Khun Tee, personal communication, Jan. 28, 2014). The team developed 
research questions to aid us in completing this objective. These questions are shown below. 
 What types of people currently purchase the mountain rice from Mae Khong Khaa? 
 What types of people would be most interested in this type of rice? 
 What is the range of competitive selling prices for the rice in the markets? 
 What are the main characteristics that potential rice consumers look for when 
purchasing rice?   
 What factors are considered to be appealing to potential rice customers? 
From these research questions, the project team developed specific methods. We chose to 
interview the Raks Thai distributor to gain information on the current market, and we surveyed 
potential rice customers and distributers to further determine new potential markets.   
3.3.1 Interview with the Raks Thai Foundation Distributor 
In the same interview described in section 3.2, we assessed the different target groups by 
focusing our questions around the current consumer profile for the Mae Khong Khaa rice. Our 
goal for this interview was to find reasons why the current Mae Khong Khaa rice customers 
continue to purchase the rice, and what characteristics of the rice would appeal to different 
markets. From this information we determined the nationality of people most interested in the 
rice, which helped us identify three separate potential markets for the Mae Khong Khaa rice. The 
questions for this part of the interview were based around the first two research questions for this 
objective and can be found in Appendix L. 
3.3.2 Interview with Marketing Expert 
Our goal of interviewing Chandra Venkataphathy, a marketing expert at IBM, was to 
determine how best to approach the markets in our marketing plan. From the interview, the 
project team aimed to gain insights in basic marketing approaches and best media to be used for 
a limited budget. Although our interview questions were only to gain insight in the formatting of 
a marketing plan and successful marketing strategies, Mr. Venkataphathy provided the project 
team with feedback on the teams marketing plan. This semi-structured interview can be found in 
Appendix M. 
3.3.3 Survey of Potential Rice Customers 
The project team gathered information on the rice preferences of potential rice customers 
in three separate markets. In our surveys, found in Appendices P and Q, we asked about general 
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food purchasing preferences and rice preferences. Customers were asked their current 
demographics in order to analyze trends in the survey results, as well as how appearance, taste, 
packaging, and cost of the product might affect their purchasing decisions. By asking these 
questions, we were able to determine ways to connect the product with the consumer.  The 
people chosen to be surveyed were selected based on age, social class, and race, which we 
determined by observing their appearances. We interviewed people from different age groups to 
obtain a diverse set of data within each target market. As many questionnaires as possible were 
completed with each of the three targeted customer groups in Bangkok to provide a diverse 
sample of responses. Figure 7 below shows two members of the project team conducting surveys 
at MBK mall in Bangkok.  
 
Figure 7: Members of the project team conducting surveys at MBK, a mall in Bangkok, Thailand 
However, after talking to Mr. Venkaphathy, the expert from IBM, we determined that the 
survey was best used to target a place, such as a restaurant or a grocery store, and then used to 
identify the people who go to these specific places. Based on this information the survey was 
reformatted to meet the needs of all populations and was used at K-Village and Nihonmachi 
Market in Bangkok, and Ton Parorn Market in Chiang Mai. The same survey used at K-Village 
was used at Ton Payorn Market which can be found in Appendix S. The survey used at 
Nihonmachi Market included the same questions as the survey for farmers markets except for 
two questions which were changed in order to fit the specific market. This survey was translated 
into Japanese and can also be found in English in Appendix R. The protocol was developed to be 
more open-ended than the previous one and was created to determine if assumptions we had 
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made were correct. Mr. Venkaphathy suggested that surveys are used to check assumptions 
rather than determining new information. The new survey protocol was also used to identify the 
amount of Internet access customers have on a daily basis. The project team chose a survey 
because we aimed to collect a large amount of data quickly and from a specific set of people.  
3.3.4 Restaurant Interviews 
After gaining insight from the potential rice customer’s survey we determined the tourist 
population’s interest in trying the product and decided to interview restaurant owners who might 
want to serve the Mae Khong Khaa rice in their restaurant. The purpose of the restaurant 
interviews was to gain insight about the consumer appeal of this type of rice at restaurants and 
ask the owners to identify strengths and weaknesses of this product. Based on the potential rice 
customer’s survey we determined that restaurants suggested on tourist websites and guidebooks 
could be places to market the rice. If this rice product were introduced into the restaurant 
industry, the Raks Thai Foundation could have a loyal customer, and product labels and logos 
would not be a concern. In addition, restaurants would consume the rice faster than households, 
thus shelf life would be less of a concern. The interviews provided us with some valuable 
feedback on marketing techniques for restaurants and other possible places that can be contacted 
by the Raks Thai Foundation. The interviews were approximately an hour long. The protocol 
used for all of these semi-structured interviews can be found in Appendices N and O.  
3.4 Marketing strategies to increase sales of Mae Khong Khaa rice 
The purpose of determining marketing strategies to use for the Mae Khong Khaa rice was 
to put these strategies in the marketing plan for the Raks Thai Foundation. In order to accomplish 
this objective, the project team identified the current barriers in marketing the rice, in addition to 
current marketing strategies that appeal to potential rice consumers. We determined ways to 
overcome the current marketing barriers, in addition to analyzing common media for food 
advertisements that would be read by the targeted populations. We also determined what could 
be altered in the current packaging to increase its consumer appeal. This information was 
combined to create several marketing strategies to include in the marketing plan for the Raks 
Thai Foundation. The project team developed several research questions for achieving this 
objective: 
 What are some of the main barriers to selling the rice in the current market? 
 What are the main marketing media that have the most effect on consumers? 
 What aspects of the Mae Khong Khaa rice’s packaging can be improved to increase 
sales? 
 What are successful marketing techniques that could be used to market the attributes of 
the rice? 
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These research questions guided the project team in gathering information to include in the 
marketing plan for the Raks Thai Foundation. To complete this objective, we interviewed the 
Raks Thai Foundation distributor, Khun Chalerm, to understand the main barriers to selling the 
rice in the current market, and surveyed potential rice consumers to gather information on 
successful food marketing techniques. 
3.4.1 Interview with the Raks Thai Foundation Distributor 
In the same interview described in section 3.2 and 3.3, we were able to identify the 
barriers involved when Khun Chalerm markets the rice. The purpose for this section of the 
interview was to identify what the current marketing barriers are, and to identify possible 
solutions to these barriers. The information gathered from the interview allowed the project team 
to identify the main problems that occur when Khun Chalerm sells the rice, and a possible 
solution to this barrier. This solution was included as a marketing strategy in the marketing plan 
for the Raks Thai Foundation. 
3.4.2 Survey of Potential Rice Customers 
In the same surveys described in section 3.3, we identified marketing media that are 
commonly used by consumers. The project team analyzed the most common media that are 
successful at establishing the name of a product in a market, selling a product brand, and creating 
a strong and lasting impression. This information was used in the marketing plan for the Raks 
Thai Foundation to explain what marketing media would be the most effective to market the Mae 
Khong Khaa rice. The survey also asked the price which the consumers would be willing to pay 
for a one kilogram bag of the Mae Khong Khaa rice, which gave insight as to whether or not the 
current price for the vacuum-sealed Mae Khong Khaa bag of rice was appropriate. This 
information was used in the marketing plan to identify whether the price is appropriate for each 
of the target markets. The respondents were also asked whether the Mae Khong Khaa rice’s 
packaging was appealing, and what additional information they would like to see on the rice 
package. This information was also included in the marketing plan, to help increase sales. 
3.5 Limitations 
 There are several sources of error to keep in mind while conducting all of the interviews 
and surveys described in this section. For our interviews, although our interview protocols had 
been approved by Worcester Polytechnic Institute and Chulalongkorn University faculty, there is 
a possibility that the interviewees felt pressured to answer a certain way based on the manner we 
phrased the questions both in the interviews and on the surveys. During interviews, either the 
interviewer or a separate person was required to take notes (Statistics New Zealand, 2013). This 
allows for error in the notes we used for our data, either not recording the full information or 
recording false information. A specific problem the project team encountered while interviewing 
was that only two of our seven member research team were able to communicate in Thai. One 
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member ran the interview while the other member recorded notes. This was more beneficial than 
having one person both ask questions and take notes, as the attention of the interviewer would 
have been divided. To prevent against inaccurate notes, the project team interviewers made sure 
they fully understood the answers provided and allowed time to take accurate notes before 
moving on to the next question.  
 The group interview with the villagers presented its own limitations that must be 
addressed. In a group setting, certain opinions influence the responses from other participants 
(Frey, 1991). Within the group, they have their own social hierarchy and may experience 
pressure to conform to the opinions of others. Also, if the question is not worded correctly, the 
interviewers could be creating a bias that makes the interviewees want to conform to a certain 
answer. In addition, the translations for communication between the women of the cooperative to 
us, from Karen to Thai to English, could have led to miscommunications along the way, as 
translators could have omitted certain information.  
3.6 Summary 
The information gathered from the interviews, surveys, and group interviews allowed us 
to develop a comprehensive marketing plan for the Mae Khong Khaa rice. The methods used 
also helped us develop an educational program for the villagers of Mae Khong Khaa to help 
them realize the importance of marketing in generating income for themselves.   
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4.0 Results and Analysis 
The findings described in this chapter follow results gathered from each of our four 
objectives. A review of the objectives is listed below:  
 Determine the project direction by assessing the importance of several problems 
surrounding Mae Khong Khaa’s rice production. 
 Identify marketing attributes of the Mae Khong Khaa rice. 
 Identify a new target market for the Mae Khong Khaa rice. 
 Identify marketing media that could be used to increase sales of the Mae Khong Khaa 
rice. 
This chapter begins with an overview of the current status of agricultural production 
processes in the village of Mae Khong Khaa and the problems that the Raks Thai Foundation is 
trying to address. Once both the needs of the Raks Thai Foundation and villagers were identified, 
we explored the information obtained from interviews with the villagers, the Raks Thai 
Foundation, and potential consumers to identify appropriate solutions. Our findings were able to 
lead us to the development of our two deliverables: a marketing plan for the Raks Thai 
Foundation and an educational program for the Mae Khong Khaa villagers. The results below are 
what led us to these conclusions.  
4.1 The most beneficial path to increasing Mae Khong Khaa’s profit is 
marketing 
 By completing the methods described in section 3.1 for objective 1, the project team 
determined that marketing was the most fundamental path to increasing the income of Mae 
Khong Khaa. This was determined by analyzing the information given on other rice processes 
such as rice growth and storage in the village, in addition to assessing the economics of the 
village and determining the short and long term goals of both the Raks Thai Foundation and the 
Mae Khong Khaa women’s co-op group.  
4.1.1 Village demographics and economics  
The village leader of Mae Khong Khaa was able to provide us with village demographics 
and information about a loan system initiated within the village. The main occupations of 
villagers are farming and part-time labor in the city, which provides them with limited income to 
care for their families. He noted that there are sixteen women in the village who work with the 
Raks Thai Foundation in order to obtain a reasonable income, and are part of the loan system for 
the village described in section 2.3 of this report. The villagers currently grow corn to sell to the 
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company CP; however, corn prices fluctuate from year to year which limits the villagers’ annual 
incomes. The village grows two varieties of corn. One variety is produced for CP and is inedible 
as it is used for animal feed. The other variety they produce in small quantities to be consumed 
by their village. A main problem with this is that because they are growing so much corn for CP 
and because they cannot eat this crop, they are consistently forced to outsource for food in the 
city because they cannot grow enough to sustain the village.  
The income in the village mainly comes from the sale of their crops. We analyzed the 
economics of the village to further understand the feasibility of switching their main crop from 
corn to rice. The current price for corn is 3 baht/kg compared to the current price for rice, 10-12 
baht/kg. When corn was introduced to the village by CP, they were given the seeds, pesticides 
and fertilizer to be used for the corn and were told that they would make a specific amount per 
household from this corn. This amount is the price for the corn after the initial costs of the seeds, 
pesticides, fertilizers, and transportation costs have been taken out. For rice, the cost that the 
villagers receive per kg is less depended on the market, as the market is relatively stable from 
year to year. It is more dependent on the current price the Raks Thai Foundation is able to sell it 
for. This price takes into consideration transportation, labor, and packaging. The current rice 
package is shown in Figure 8. The rice is packaged in 1 kg vacuum-sealed bags and includes a 
sticker for the outside of the package. The sticker includes information on the Raks Thai 
Foundation and cooking instructions for the rice. All of the information on the package is in 
Thai. The Raks Thai Foundation currently has logos for all of the different varieties of rice that 
they package and sell, in addition to a sketched picture of a Karen women and the hand-milling 
machine that they use to process the rice.  
 
Figure 8: Current Mae Khong Khaa rice package 
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Currently the Raks Thai Foundation supports a loan system to be used for all of the 
villages that they help. They currently aid several Karen villages around Mae Chaem to help sell 
their products in the market. This loan can be used by any of these villages to provide them with 
a sum of money to help either in emergencies or if they would like to purchase new machinery to 
aid their village production. In the future, the Raks Thai Foundation will split the profit that they 
make from the Mae Khong Khaa rice into three parts: one to directly give back to the villagers, 
one to split evenly between all of the villages the Raks Thai Foundation handles, and one to go 
into the Raks Thai Foundation’s communal loan. Thus, if the project team can increase the price 
of the rice in the market, the Mae Khong Khaa villagers will gain income both directly and 
indirectly. Until the Raks Thai Foundation splits the profit into three parts, however, we are 
helping the Mae Khong Khaa villagers by adding to the amount of money available to them to 
use from the Raks Thai Foundation’s loan system.  
A detailed table of the current costs for the Mae Khong Khaa rice including packaging 
and transportation costs can be found in Table 1 below. The total price for the rice at the market 
is 65 baht/kg in Chiang Mai and 80 baht/kg in Bangkok. If the cost for the packaging could be 
decreased, or the cost of the rice in the market could be increased, there would be more profit 
made from the rice which would increase the amount of money available to them in the Raks 
Thai Foundation’s loan.  
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Table 1: Current costs for the Mae Khong Khaa rice 
Category List Volume (kg) Price/Unit (baht) Price/kg (baht) 
Rice Rice in canvas 
bag bought from 
Women’s Co-op 
1 30 30 
Transportation Transportation 
from the village 
to Raks Thai 
office in Chiang 
Mai 
1 3 3 
Labor 1 1 1 
Packaging Vacuum bag 1 4.5 4.5 
Quality check 
and management 
1 1 1 
Box for 20 rice 
bags 
20 10 0.50 
Stickers 1 9.5 9.5 
Price for hand-milled rice sold in Chiang Mai to cover packaging and 
transportation 
49.50 
Total price for hand-milled rice sold in Chiang Mai 65 
Transportation from Chiang Mai to Bangkok 8.33 
Total price for hand-milled rice sold in Bangkok 80 
 
Last year the village made 60,000 baht per household from selling their corn to CP at a 
price of 9 baht/kg. There are approximately 110 households in the village which means that the 
village made approximately 6,600,000 baht total last year. This year however the price for corn 
has decreased drastically, dropping to approximately 2 baht/kg. As this price and assuming they 
make the same yield as last year, they will make 13,333 baht per household this year which is a 
large decrease from their 60,000 baht/kg per household from last year. This proves that the 
market for corn fluctuates too much to provide a stable source of income for the village. Despite 
this, if the village were to switch completely from corn to rice the village’s rice production 
would have to increase considerably in order to make the same amount of profit. Currently the 
village only produces 1500 kg of rice collectively per year. Villagers sell their excess unhusked 
mountain rice to the women’s co-op for 10-12 baht/kg. From there the women hand-mill the rice 
and sell it to the Raks Thai Foundation for 30 baht/kg. This price of 30 baht/kg is a set price 
determined by the Raks Thai Foundation. When this amount of rice is sold, the women’s 
cooperative makes approximately 45,000 baht per year. It is difficult to compare the price that 
the average household would make per year if they stopped growing corn because we do not 
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have adequate information on how much rice each household could potentially produce; 
however, based on these numbers it is clear that in order to make the same amount of money 
from rice at the village currently does from corn, there would need to be a significant increase in 
rice production by the entire village. Although these calculations do not take into account the 
amount of money the village would save from not having to purchase food from outside their 
village, the data show that it would be extremely difficult for the village to become entirely self-
sufficient and stop growing corn, at least at this point in time and under these circumstances. 
This is why we have included as part of our educational program for the villagers to stress the 
importance of increasing rice production, because if they can make more rice per year they will 
receive more money from the Raks Thai Foundation.  
4.1.2 Rice processes 
The team assessed the different potential problems in the village and determined that 
marketing was the only feasible direction. For improvements to growing, the village does not 
have a consistent water supply as their only source of water comes from a local brook. Because 
of this they are seeking to introduce an irrigation system to help disperse the water to their crops. 
Pests and diseases limit their rice yield which forces the women to turn to government experts. 
These government workers identify the pest or disease and provide them with appropriate 
pesticides. Despite this government aid, this process is time consuming, and by the time the 
villagers receive the appropriate aid it is too late to save the affected crop. In addition, the 
women did not identify any issues with the storage, packaging, or drying of rice in their village, 
which led us to believe that we could not approach those areas in our project because we would 
most likely not have their cooperation. When asked about the processing of the rice, the women 
responded that they liked the hand-milling process because they understood that it is a quality 
that makes their rice unique. Despite this, the process is labor-intensive and time-consuming, 
which does not allow them to process a large amount of rice in an efficient amount of time. 
Although there were definite problems involving the growing and processing of the rice, these 
needed to be solved with money neither the village nor the Raks Thai Foundation currently has, 
which led the team to rule out growing and processing from our possible project directions.  
4.1.3 The goals of the Raks Thai Foundation and Mae Khong Khaa women’s Co-op 
After ruling out these areas of the rice process, the project team determined that 
marketing was a common problem identified by both the villagers and the Raks Thai Foundation. 
Originally, we aimed to ask the women if they had any ideas about how to market the positive 
attributes of their rice. Upon conducting the interview, the project team realized that the women 
had not put thought into the uniqueness of their rice compared to other rice competitors except 
for understanding that their hand-milling processing is unique. They did not understand how 
their rice is marketed by the Raks Thai Foundation and had never considered creating a logo, 
name, or any other marketing tool that could increase their rice’s sales. They also could not 
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identify how marketing could increase their rice sales and future profit. This information led us 
to determine that an educational conversation with the women’s cooperative would be beneficial 
in showing them how marketing can increase both their rice sales and their total profit. Our 
belief was that if the women were able to understand this, it could lead to them to being able to 
address the potential of increased rice production coupled with enhanced marketing. 
 When asked about their overall goal for the group, the women responded that they would 
like more income so that more money would be circulating in their loan system. The current rice 
sales do not provide the village women with a sufficient amount of loan money to distribute to 
individual households. If more money is in this system, the money will be able to be distributed 
to individual members who provide their rice for sale by the Raks Thai Foundation. Instead of 
taking a loan out of the credit pool for things like health care and their children’s education, they 
would be able to distribute the money generated by rice sales directly to families so that it would 
become a consistent source of income to be used for any purpose without interest. 
After identifying the villager’s goal, we compared it to the goal of the Raks Thai 
Foundation. The Raks Thai Foundation’s future goals for Mae Khong Khaa are to eventually 
make it so that the village no longer needs their help, as they cannot provide aid to the village 
indefinitely. The foundation initially became involved with the village to help them reach a self-
sustainable lifestyle and to discourage dependency on large corporations to buy their cash crops. 
They gave us valuable information on the village that can be seen in section 2.3. The current 
problem for the foundation is that although they have started to bring the Mae Khong Khaa rice 
into the market, they have not been able to find a consistent buyer. The Raks Thai Foundation 
would like to use rice as a tool to teach the village that becoming self-sustainable is possible by 
growing the food they need to eat and selling the surplus, which is what is currently done with 
the mountain rice.          
4.1.4 Limitations 
A main limitation when interviewing the Mae Khong Khaa villagers was that they did not 
understand the current competitors that are present in the hand-milled rice market. If they were 
able to understand and compare their product to the competition, they may have been able to 
come up with more in-depth positive attributes of their rice.   
4.1.5 Conclusion 
In conclusion, the project team chose a problem that was identified by both the Raks Thai 
Foundation and the Mae Khong Khaa villagers. The interviews showed the team that although 
the village may see areas of improvement in their growing and processing techniques, these 
problems require money to solve, which neither the village nor the Raks Thai Foundation has. 
Several economic characteristics of the village allowed the team to determine that it would be 
extremely difficult for the village to become economically self-sufficient and to stop growing 
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corn, at least for the immediate future. In addition, the village women do not have a proper 
understanding of their hand-milled rice in a market setting and do not understand the current 
competition and how their rice can be marketed to be sold more consistently and for a higher 
price, which would allow them to receive higher income. Based on this information the team 
concluded that an educational marketing program would be beneficial for the villagers to 
understand more about their rice in a market setting, and also present to them what research we 
have done that will potentially increase the marketability of their rice.  
4.2 The key strengths of the Mae Khong Khaa rice processed by the villagers 
are the traditional growing and milling techniques.   
The problem our group faced was finding a consistent market for the Mae Khong Khaa 
rice that would produce maximum income for the villagers. This section explains the attributes 
of the Mae Khong Khaa rice from the perspectives of the women’s cooperative and the Raks 
Thai Foundation’s distributor, Khun Chalerm. Using information gathered by both the women 
and Khun Chalerm, the project team analyzed the strengths, weaknesses, opportunities, and 
threats of the Mae Khong Khaa rice in the market, displayed in Table 2. The results below 
explain how the project team came to these conclusions. 
4.2.1 Marketing Attributes 
The village women identified attributes of their rice that appeal to them, which were then 
used as marketing attributes for the rice. They told us that they prefer their mountain rice over 
paddy rice because of the mountain rice’s soft and sticky texture along with its sweet taste. In 
addition to their personal preferences, we asked them about the way the rice is grown and 
processed. They value the way that they hand-mill the rice in addition to the fact that the rice 
variety they produce can only be found in this village. These facts would encourage consumers 
to purchase authentic, hand-milled Mae Khong Khaa rice that cannot be found anywhere else in 
the world.  
The Raks Thai Foundation distributor, Khun Chalerm, provided us with information on 
attributes of the rice that current customers value. The physical attributes included the soft, 
slightly sticky texture, which makes it similar to Japanese rice, supporting our information 
gathered from the villagers. Another common reason that customers purchase Mae Khong Khaa 
rice is that they want to help the villagers by buying their rice.   
4.2.2 SWOT Analysis 
The information gathered from Khun Chalerm and the women’s cooperative in the Mae 
Khong Khaa village allowed us to develop a SWOT analysis of the attributes of the Mae Khong 
Khaa rice. This analysis, shown in Table 2, lists the strengths, weaknesses, opportunities, and 
36 
 
threats of the rice. As part of our SWOT analysis, we analyzed some of the products produced by 
the Royal Projects to compare with the Mae Khong Khaa rice.  
Table 2: SWOT analysis of rice attributes 
Strengths Weaknesses 
 Hand-milled. 
 Softer and stickier than normal 
brown rice. 
 Grown by Karen people. 
 Cannot be found anywhere but the 
Mae Khong Khaa village. 
 More nutritious than white rice.  
 Production, processing, and sales do 
not employ child labor. 
 Non – genetically modified plant. 
 Unappealing due to broken grains. 
 The packaging of the rice is plain. 
 The cost of the product is high in the 
current market it is sold in. 
 The product has no certifications. 
 The cost of production is high, limiting the 
amount of profit the villagers receive. 
 The rice has a short shelf-life. 
Opportunities Threats 
 Competitors do not present the story 
of the farmers who grow the rice. 
 The market of health conscious 
people is growing. 
 There is a possibility of new 
markets in Bangkok and Chiang 
Mai. 
 Rice yield in the village is low and limits 
the amount of rice that can enter into the 
market.  
 New competitors with hand-milled rice 
products may arise in the future.  
 
Table 2 shows that the villagers’ lack of marketing knowledge and experience contributes to the 
weaknesses of the rice as a product and constrains the villagers from making more income than 
they currently do. Villagers do not understand that broken grains in their rice is not something 
that consumers value. The consumers lack of knowledge of the special traits of the rice will tend 
to steer them away from the product. In some cases, Khun Chalerm notes that when he is able to 
explain to some of the customers why the rice grains are broken, they will often purchase the 
rice. In addition, Khun Chalern said that a main marketing attribute of the rice is the Karen 
women that grow it because oftentimes, customers purchase the rice in order to help the village.  
4.2.3 Limitations 
 The limitations of these results match the limitations found in the previous section, 4.1, 
and must be kept in mind when analyzing the data. In addition, when gathering data on the 
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current customers for the Mae Khong Khaa rice, we were unable to survey the target population 
at the farmers’ market, as time constraints made it impossible for us to visit the market on the 
two days of the week that it was open. If we had been able to retrieve these data, we would have 
had a greater insight as to why the current customers continue to purchase the rice. Another main 
limitation is that we do not have specific nutritional information for the Mae Khong Khaa rice. 
The nutritional information we do have comes from general brown rice nutritional facts found in 
section 2.5 of our report.  
4.2.4 Conclusion 
 The strengths for the Mae Khong Khaa rice mainly include its texture and taste in 
addition to the traditional way it is grown and processed. These attributes led the team to 
conclude that highlighting the rice’s texture in addition to the story of the villagers would be 
beneficial for marketing the rice because it will both make the product appealing and make the 
customer want to support the village by purchasing the rice.  
4.3 There are several markets that would support the introduction of the Mae 
Khong Khaa rice based on their consumer profile.  
 Using the initial information gathered from Khun Chalerm, the project team identified 
several groups of people that would have interest in the rice including Japanese, tourists, health-
conscious people, and university professors. Japanese and university professors make up most of 
the current customer base, and Japanese and health-conscious people are new potential 
populations to market the rice to. The project team surveyed professors at Chulalongkorn 
University and tourists at malls in Bangkok and found that while professors would be a good 
target population to market the rice to, tourists would have to be approached in a different 
manner because of their responses to our initial survey. After interviewing with a marketing 
expert from IBM, we realized that we needed to focus on physical markets and their respective 
customer bases rather than the target populations, which changed both our questions on the 
surveys and where we conducted them. We surveyed at several locations, and the project team 
determined that the farmers’ market at K-Village in Bangkok and Ton Payorn Market in Chiang 
Mai are potential introduction markets for the Mae Khong Khaa rice, based on the limited annual 
production of the rice. The village is unable to produce enough rice to sustain a large market, so 
these markets were chosen based on their small size. The results below explain how the project 
team came to these conclusions. 
4.3.1 Current Mae Khong Khaa rice customers. 
The Raks Thai Foundation distributor, Khun Chalerm, provided us with the current 
customer demographics for rice sales at the farmers’ market in Chiang Mai. This information 
gave us insight on how to expand the current market and how to identify other markets in Chiang 
Mai and Bangkok. Khun Chalerm identified two specific groups of people who are currently 
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interested in buying the rice, professors at Chiang Mai University and Japanese residents of 
Chiang Mai. He also believes there is a significant potential to market the rice with the tourist 
population. He explained that people of Japanese nationality value the rice because it has a 
similar consistency to Japanese rice, and that the tourism market is usually stable and is a good 
market for introducing the rice. Finally, he pointed out that the Mae Khong Khaa rice is more 
nutritious than white rice, which should make it more appealing to some customers, especially if 
they are health-conscious. Using this information, the project team determined that surveying 
Japanese, tourists, health-conscious people, and university professors would be a beneficial way 
to determine if the Mae Khong Khaa rice would be popular among these target 
populations.           
4.3.2 Tourist and professor surveys 
Surveys were initially conducted at three separate malls in Bangkok-- MBK, Central 
World, and Siam Paragon-- to target tourists, and at Chulalongkorn University to target 
university professors. From these two surveys we discovered that Chulalongkorn University 
professors represent a potential market. The majority of ten professors surveyed said that they 
consume rice more than once a day and that they would buy the rice based on its nutritional 
values, unique attributes, and from wanting to help the village. The project team concluded that 
tourists would not be a good market for purchasing the packaged rice, as seen in Figure 9, but 
restaurants would be a beneficial target market because tourists are interested in trying the 
product, as seen in Figure 10. Restaurants would be a way for tourists to try the rice without 
directly having to buy it off the shelf. 
 
Figure 9: Would you consider bringing rice back to your home country as a souvenir? 
Yes 
11% 
No 
87% 
Maybe 
2% 
Would you consider bringing rice 
back to your country as a souvineer?   
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Figure 10: Would you buy this product? 
The project team interviewed with two restaurants in Chiang Mai; The Riverside and 
Khun Churn to determine each restaurant’s use of brown rice and whether the owner/manager 
thought the Mae Khong Khaa rice would be successful in his restaurant setting. The Riverside 
restaurant’s manager shared that he receives his rice from a long-time business partner and that 
the restaurant is committed to their suppliers. However, he took a sample of the rice and said he 
would bring it to his next staff meeting and will ask them to try the rice and see if they think it 
would be good for the restaurant’s menu and customers. He also gave us insight on tourists. He 
strongly believes that the rice should be sold in ½ kg bags to tourists as they would not want to 
carry a whole kg of rice back home. The reason he would purchase the rice, if any, would be to 
help the villagers, not because of any economic gain that might occur. The overall attitude of the 
interview was positive, leading us to think that if the restaurant did not already have a loyal 
source that they buy their rice from, they would be open to selling the Mae Khong Khaa rice.   
The Khun Churn restaurant buys all of its rice from an organic farm in Mae Chaem and 
mills it every day at the restaurant, thus he would not consider purchasing a different type of rice 
because of his previous loyalties to his rice distributor, similar to The Riverside. In addition, the 
restaurant’s owner does not think there is any difference in terms of nutrition between machine 
and manually milled rice; the only thing that differs is the story, which would influence him to 
purchase the rice. 
        After interviewing these two restaurants, we concluded that although these two 
restaurants may not be a good place to market the rice because they currently already have a 
loyal source that they purchase their rice from, restaurants remain a potential market because 
there are people who would buy the rice for the background story behind it and to help support 
the villagers.  
Yes 
70% 
No 
28% 
Maybe 
2% 
Would you buy this product? 
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4.3.3 Market Surveys  
The project team interviewed with Chandra Venkatapathy, a marketing expert at IBM, to 
understand how best to approach the markets in our marketing plan. He told us that information 
gathered from surveys should focus on who the people are for each location, what they want to 
see in a product, and how they receive information about products. Because of this information, 
the project team revised our surveys to answer these three main questions. We also determined 
from this interview that we should focus on the places these target populations go to instead of 
the populations themselves. Because of this, we determined three separate markets to survey the 
population at: K-Village farmers’ market in Bangkok; Nihonmachi Market in Bangkok; and Ton 
Payorn fresh market in Chiang Mai.  
Surveys were conducted at Nihonmachi Market in Bangkok to target Japanese 
consumers, at Ton Payorn Market, a fresh market in Chiang Mai, and K-Village Farmers’ 
Market in Bangkok to target health-conscious people. The survey asked whether respondents 
were conscious of the amount of vitamins and minerals in their diet to determine whether the 
populations at the markets were health-conscious. The project team determined that if a 
respondent answered yes to this question, they might be interested in purchasing hand-milled rice 
for its nutritional benefits, as mentioned in section 2.5 of this report. From the surveys at K-
Village farmers’ market and Nihonmachi Market, 56.3% of the surveyed population responded 
yes. Although this is only slightly more than half, the surveys were a good sampling of the 
populations at the markets. In comparison, the survey taken at Ton Payorn market revealed that 
65% of the population was conscious of their vitamin and mineral intake, which would make the 
customers at this market potential buyers of the Mae Khong Khaa rice.  
In addition to determining the number of people conscious of their vitamin and mineral 
intake, the project team determined how often the populations at the markets eat rice. At K-
Village and Nihonmachi, 74.6% of the population responded that they eat rice every day, and 
often times two to three times per day. At Ton Payorn market, 95% responded the same way. 
This shows that the populations at these markets buy rice in order to consume it several times per 
day, which would potentially make rice a successful product at these markets. 
4.3.4 Visual Assessment of Markets 
The project team used the data in this section to determine that the K-Village farmers’ 
market, Nihonmachi Market, and Ton Payorn Market all have customers who could be positive 
towards the Mae Khong Khaa rice. However, the physical attributes of the markets must be taken 
into consideration before determining if the market itself is appropriate. Physical attributes 
include the type of products that are already being sold there, the form these products come in, 
and the price at which the products are being sold. At the K-Village farmers’ market, the project 
team found that the products sold match the Mae Khong Khaa rice. There were two other types 
of vacuum-packed nutritious rice being sold by private vendors; Jasberry rice and Happy Health 
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Club rice. These rice brands were sold in approximately 1 kg packages and were sold for 160 
baht and 110 baht, respectively. These prices are prices at which the Mae Khong Khaa rice could 
be sold if marketed competitively. At both booths for the rice brands, they handed out brochures 
with information on the rice including marketing attributes such as nutritional facts and 
certifications. In addition, this farmers’ market only occurs once a month, which would be 
beneficial for the Mae Khong Khaa rice. The production of the rice in the village is limited, 
which makes a once a month buyer ideal for the rice because the supply would match the 
demand.  In summary, the project team identified the K-Village farmers’ market as a potential 
introduction market for the rice. 
The Nihonmachi Market did not match the physical attributes that would be ideal for an 
introduction market for the Mae Khong Khaa rice. Nihonmachi Market is made up of established 
private shops that would require each of these shop owners to agree to sell the rice in their stores. 
From our findings while interviewing restaurant owners, we have realized that it is very difficult 
to enter a large, established market without personal connections. The Raks Thai Foundation 
would need previously existing connections with this market to potentially sell their rice there. 
The project team determined that Nihonmachi Market would not be a potential introduction 
market for the Mae Khong Khaa rice. However, because Nihonmachi Market is in close 
proximity to K-Village market, the two markets may share some of the same customers, which 
would be beneficial for rice sales as the customers at Nihonmachi Market might want to buy the 
rice. 
Ton Payorn Market can be identified by its attribute of being an outdoor fresh market. 
The project team observed that the rice being sold there was either in open bins or precooked by 
private sellers. In order for the rice to be introduced to this market, vendors may have to switch 
the way they sell the rice to match the market by either pre-cooking the rice or selling it without 
packaging. Overall, the project team determined that Ton Payorn Market is a potential 
introduction market for the Mae Khong Khaa rice.  
4.3.5 Limitations 
There are specific research limitations to keep in mind when reviewing the data. Tourists 
may have thought that we were soliciting a product when we initially approached them based on 
our professional appearance. This formality would have influenced their response when 
answering whether they would buy the product. To counter this, we began to approach 
respondents by explaining that we needed to complete this project for our university in order to 
graduate. This emphasis on education captured their attention and made sure respondents were 
aware that we were collecting data, not soliciting. Despite our pre-emptive measures, some 
respondents apologized to us for saying that they would not purchase the rice, showing that they 
thought we had an emotional tie to the product. In future surveys, we did not ask this question 
because it was confusing to the respondent and not necessary for analyzing the population at a 
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target market location. When surveying tourists at three malls in Bangkok, the survey did not 
address whether they would purchase the rice in a restaurant setting. However, we still drew the 
conclusion that restaurants would be a possible market for the rice based on the survey data. It 
would have been more accurate if we asked whether they would be interested in purchasing this 
type of rice in a restaurant. 
The main limitation in surveying professors at Chulalongkorn University was that we 
surveyed only ten Chulalongkorn University professors out of more than 2800 professors at the 
university. This is not a representative sample of this population, although the data were useful in 
determining whether the university professor population at Chulalongkorn University could be a 
potential target population. In addition, nine out of ten professors were from the chemistry 
department, which is not representative of every department at the university. Also, this survey 
targeted a population rather than a location. Although we determined that this population could 
possibly lead to success in rice sales, when we asked where they usually shop and buy rice, the 
options given in the survey were large grocery and department stores, which are not potential 
markets for the rice due to production limitations and we did not ask them if they ever shopped at 
a farmers’ market such as K-Village. 
When conducting the surveys at K-Village, Ton Payorn Market in Chiang Mai, and 
Nihonmachi Market, one limitation was that we did not survey at different times of the day in 
order to get responses from customers that might come to the market at different times. We only 
completed two questionnaires at Nihonmachi, which is within walking distance of the K-Village 
farmers’ market. We surveyed a total of 11 Japanese people between Nihonmachi market and K-
Village. It is likely that some of these eleven people were on their way to the farmers’ market 
from the Nihonmachi parking lot, which was why the project team decided to combine the 
responses from these two markets when analyzing the data. There are also several limitations to 
keep in mind when analyzing data from specific questions. The results from the question that 
asked respondents “do you know what manually milled rice is?” may be skewed because of the 
definitions of the term itself. Respondents may have thought that because they knew that 
“manually milled” rice was milled with your hands, they fully understood the product which 
would influence their answer to that question. In addition, one question on the survey asked 
whether the name “Khaw Mae Khong Khaa” was an effective name, which confused the 
respondents because it was a question based around the product and was unlike any of the other 
questions. The project team has recognized this limitation and has excluded this name question 
from our results. 
4.3.6 Conclusion 
 In conclusion, we have identified three separate markets for the Mae Khong Khaa rice: 
K-Village farmers’ market in Bangkok; Ton Payorn fresh market in Chiang Mai; and restaurants 
in Bangkok and Chiang Mai. K-Village farmers’ market is the most ideal market for the rice. 
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Ton Payorn fresh market has an ideal population, but the physical appearance of the rice may 
have to be modified as the only rice that is sold there is in open buckets or cooked. For 
restaurants, a restaurant would have to be found that does not already have a loyal source for 
their rice. A start-up restaurant would be a good example of a potential market for the Mae 
Khong Khaa rice.  
4.4 Internet advertisements as well as an effective packaging design are 
beneficial strategies to reach consumers. 
Based on data gathered from Khun Chalerm and potential rice consumers, the project 
team concluded that out of effective marketing media such as TV, internet, magazine, and 
newspaper advertisements, internet advertisements would be the most feasible considering the 
budget limitations of the Raks Thai Foundation. Out of internet advertisements, a Facebook page 
or YouTube channel would be effective, considering consumer usage of these interfaces. In 
terms of effective packaging, nutritional information and information on the product in a 
language other than Thai were the most important points to include on the package. The results 
below explain how the project team came to these conclusions. 
4.4.1 Potential improvements for marketing the Mae Khong Khaa rice.  
        When asking Khun Chalerm about potential ways to increase rice sales through 
marketing, he said that often times he has trouble selling the rice because customers do not 
understand why the rice is unique or why the rice has broken grains. He frequently has to explain 
the process to the customers in order for them to buy the rice. Once they realize the unique 
qualities of the rice, they are more interested in helping the villagers and accept the broken grains 
as products of hand-milled rice. He suggested that our team make a flyer so he could hand it out 
to customers. This would save him from explaining the rice and would attract more customers. In 
addition, he said that the information on the flier should include nutritional information, the 
species of the rice, and directions on how to cook the rice because it does not cook well with 
some rice cookers. The project team used this information and included it in either the brochure 
or in the suggestions for packaging content. 
4.4.2 Survey for Potential Rice Consumers 
To assess whether a brochure would be an effective marketing medium, respondents were 
asked about manually milled rice. When asked if they knew what manually milled rice was, 
67.1% of respondents from K-Village farmers’ market and Nihonmachi responded yes, but out 
of that, 48.9% of people said they did not know how much they would pay for 1 kg of the rice. 
This means that although they are aware of what the word means, they are most likely not aware 
of manually milled rice’s market value. The project team determined that at K-Village and 
Nihonmachi market, a brochure explaining the attributes of the rice would be beneficial since 
these populations do not understand the market value of this type of rice. At Ton Payorn market, 
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80% of respondents knew what manually milled rice was, and out of this only 18.7% did not 
know how much they would pay for 1 kg of the rice. Despite this, the project team determined 
that a brochure would be potentially effective in Ton Payorn market because the brochure 
explains why there are broken grains, which Khun Chalerm, the Raks Thai Foundation’s 
distributor, identified as a limitation when marketing the rice to customers.  
The tourist surveys with respondents from three malls in Bangkok were analyzed for 
marketing media. They showed that TV, internet, and magazine and newspaper advertisements 
were the most influential marketing media, as shown in Figure 11. 
         
Figure 11: Which form of advertising would influence you to buy a rice product? 
The project team believes that internet advertising would be the most feasible for the 
Raks Thai Foundation to use considering the budget constraints of the Foundation. In addition, 
half of the responses from Chulalongkorn University professors showed that internet advertising 
was the most influential. However, we include suggestions for TV and newspaper advertisements 
in our marketing plan as well. We also analyzed different types of internet media and their 
potential effectiveness. The responses obtained at Ton Payorn Market in Chiang Mai, K-Village 
farmers’ market, and Nihonmachi market in Bangkok showed that not only do 100% of 
respondents have access to the internet every day, but people use Facebook and YouTube often. 
Therefore, the creation of a Facebook page, a website, and a YouTube channel could impact 
potential rice customers because of their accessibility to the advertisements. Figure 12 represents 
the respondents that indicated how often they use Facebook and YouTube. There were several 
other respondents who said they use these interfaces, but did not specify how often, so they have 
been taken out of the total when calculating percentages. Due to the difference in nature of the 
two social networks, Facebook is generally more accessed by the respondents. On the other 
32.80% 
0% 
28.50% 
33.30% 
7.50% 
Which form of advertizing would 
influence you to buy a rice 
product?  
TV
Radio Stations
Internet
Magazine/Newspaper
Other
45 
 
hand, YouTube serves a rather specific video function and access frequency is significantly 
lower.  
 
Figure 12: Facebook and YouTube usage 
In addition to marketing media, we also asked respondents about packaging design in 
order to make recommendations on what to include on the rice package. We found that a new 
package design could increase the sales of the Mae Khong Khaa rice. Using the responses 
obtained at K-Village farmers’ market and Nihonmachi Market, the project team found that 
nutritional information and information on the product in a language other than Thai were the 
most important points to include on the package. In addition to these factors, the project team 
acknowledges the need for pictures, a name, and a logo on the package, supported by 
information presented in section 2.2 of this report. A new name would be beneficial because 
most Chulalongkorn University professors stated that they did not find the current name of the 
rice, which is the species name, appealing. 
Figure 13 below illustrates how important nutritional information and information on the 
package in a language other than Thai is compared to the other options given. The project team 
found that results for Ton Payorn Market were similar to that of K-Village and Nihonmachi and 
thus we did not display those results. Although this information is not displayed in this chapter, it 
can be found in Appendix V. 
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Figure 13: Which of the following is the most important trait of a rice package?: K-Village and Nihonmachi 
Another change to be considered regarding package design is the use of a second 
language. The project team determined that either English or Japanese would be beneficial 
considering the current customer base. Forty three percent of respondents said information in 
another language on the rice package besides Thai was most important in a rice package. This is 
displayed in Figure 13 above. The addition of a second language on the package would attract a 
larger consumer base and help them to better understand the attributes of the rice. In addition, the 
information on the package should include the background story of Mae Khong Khaa, and, space 
permitting, basic cooking instructions and a recipe using the rice. 
4.4.3 Limitations 
 The general limitations described for the surveys conducted at the K-Village farmers’ 
market, Nihonmachi Market, and Ton Payorn Market remain the same. A main limitation of the 
survey was that despite being asked to write how often they used the interface, many respondents 
only answered “yes” when asked if they “use Facebook and YouTube and if so, how often?” 
This limited our data in that we were not able to know how often those respondents used each 
interface. Another limitation is that we only asked tourists and university professors in our initial 
surveys on what types of marketing media have the most influence on them. We did not ask the 
populations at the markets for this information but instead focused on internet media. Despite 
this, the project team determined that internet media could be influential because of the fact that 
100% of respondents have access to the internet every day. 
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4.4.4 Conclusion 
In conclusion, internet media is an effective way to reach the target populations at K-
Village farmers’ market and Ton Payorn fresh market. A Facebook page and YouTube channel 
would be successful because of the frequent usage by these populations. Nutritional information 
and information on the package in another language are the most important factors of a rice 
package, which we have included in our recommendations for the Raks Thai Foundation.   
4.5 Marketing Plan  
An organized way to develop a promotional flyer, improved packaging, and other 
marketing concepts is through the use of a marketing plan. Based on our team’s research and 
fieldwork, we have developed a marketing plan for the Raks Thai Foundation and the people of 
Mae Khong Khaa. This marketing plan is written in both English and Thai languages and 
includes a section describing how to evaluate its effectiveness once it is implemented. The key 
characteristics of the marketing plan include a current product profile, information on how to 
introduce the product to a specific market, and effective marketing media, including a marketing 
brochure, new logo, and details on what information is most important to advertise. The 
marketing plan is a major deliverable of our project and its contents can be found in Appendix C. 
4.5.1 Logo 
According to the relevant literature on logos, found in section 2.2 of our report, logos 
create product recognition and consequentially, more loyal customers. Our team has designed a 
sample logo for the Mae Khong Khaa rice which can be found both in the marketing plan and 
separately in Appendix G. Due to limited time we were unable to present the logo to the 
villagers, but we suggest that the Raks Thai Foundation present this logo to them.  
4.5.2 Brochure 
The team designed a marketing brochure for the Mae Khong Khaa rice based on 
information consumers preferred to see on packaging. If the brochure were placed with or posted 
next to the rice packages, we believe that sales of the rice would increase. The design of the 
brochure can be found both in our marketing plan and separately in Appendix F. 
4.6 Educating Mae Khong Khaa Women on Marketing  
One of the Raks Thai Foundation’s future goals is to give the Mae Khong Khaa villagers 
full ownership of the packaging, shipping, and selling processes for their rice so they can become 
self-sustainable. However, many of the villagers are uneducated on marketing concepts and have 
not considered ways to market their rice, as found in our initial assessment of the village in 
section 4.1.1. Therefore, an educational program for the women’s cooperative was created to 
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educate them on basic marketing techniques and what the team has accomplished in this project. 
The outline of this presentation is given in Appendix H. The presentation was sent to the Raks 
Thai Foundation so that they may use it in other surrounding Karen villages in the future. 
The educational program was presented to the majority, 13 out of 16 members, of the 
women’s cooperative. Overall, through the use of visual aids, the presentation attempted to 
persuade the villagers to shift from growing cash crops to rice, by reinforcing the mindset of self-
sustainability and emphasizing unstable market price fluctuations of corn. The women were 
engaged with the prepared activities and provided helpful responses. As a result of the 
presentation, 6 out 13 attendees stated that they would reconsider their production ratio of cash 
crops to subsistence crops. The team also gained feedback from the villagers suggesting that the 
team should spend more time in the village to understand their lifestyle in order to help 
incorporate marketing strategies for them.  
4.6.1 Limitations 
The main limitation of this presentation was the language barrier. The presentation was 
translated from Thai to Karen, which increased the amount of time the women had to be attentive 
and may have caused miscommunications due to translations. These women have never had a 
formal education; therefore, we should not expect them to listen to a presentation for long 
periods of time. If the presentations in the future could be given directly in the Karen language, 
this would decrease the time needed and reduce miscommunication. 
4.7 Summary 
We have determined that an educational marketing program for the Mae Khong Khaa 
women is a beneficial way to both present what we have done in our project and allow them to 
start thinking about how marketing can increase their income. The rice has several marketing 
attributes that, if marketed effectively, could be used to increase sales. These attributes include 
the slightly sticky texture, manual milling process, and the nutritional benefits that are found in 
brown mountain rice. In order to effectively market these attributes, target markets were 
analyzed and it was determined that farmers’ markets, Japanese markets, and tourist-oriented 
restaurants would be potential places for the Raks Thai Foundation to market the rice based on 
their current customer profiles. Through surveying customers, it was found that internet 
advertising and advertisements in magazines and newspapers are common marketing media that 
reach the target markets. This information is included in both our marketing plan and our 
marketing presentation for the Mae Khong Khaa women.  
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5.0 Conclusions and Recommendations  
Based on the results of our research, we have identified conclusions and 
recommendations for the Raks Thai Foundation and the villagers of Mae Khong Khaa. This 
chapter gives suggestions on implementing our marketing plan and how to use the village 
education materials. In addition, it includes recommendations on future marketing media and 
strategies for the Raks Thai Foundation. 
We came to the conclusion that the rice should be marketed at small farmers’ markets 
and selected restaurants, not to specific populations. In addition, a brochure should be available 
to customers so they can learn more about the hand-milling process. Finally, the package should 
include the nutritional facts and information in other languages. We have supplied our sponsor 
with a marketing plan that explains in detail, strategies to increase the sales of the product and 
the tools for measuring its success. 
5.1 Key Conclusions 
The team determined four key findings to carry out the marketing plan for Mae Khong 
Khaa rice, which includes why marketing the Mae Khong Khaa rice would benefit the Raks Thai 
Foundation, marketing attributes of the rice, identification of new target markets, and effective 
marketing media. 
1) The most beneficial path to increasing Mae Khong Khaa’s profit is marketing. 
        There are many problems occurring in the Mae Khong Khaa village such as a lack of an 
irrigation system, crops plagued by diseases and pests, low processing efficiency, and 
insufficient sales. None of these issues can be addressed until the villagers realize the importance 
of these problems and have a higher income so that they can obtain an irrigation system to 
increase production, or machinery to improve the milling process. Therefore, our team 
determined that the most beneficial way to increase the income in the village was to address and 
improve the marketing techniques of their rice and educate the villagers on marketing strategies. 
2) The key strengths of the Mae Khong Khaa rice are the milling techniques and the 
nutritional value of the product. 
Based on the results of our surveys, we identified that the uniqueness of the Mae Khong 
Khaa rice relies on its production, processing, and nutritional information. The Mae Khong Khaa 
rice is a type of grain that can only be found in the Mae Khong Khaa village. The rice also 
contains increased nutrition and unique characteristics of northern rice varieties. Promoting the 
origins and development of the product can create a connection between the farmer, the product, 
and the consumer. Emphasizing its nutritional value can help the product develop steadily into a 
loyal health-focused market in Thailand.   
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3) There are several target consumer groups who have interest in different characteristics 
of the Mae Khong Khaa rice. 
        Japanese people like the Mae Khong Khaa rice because of its slightly sticky texture and 
its flavor; which reminds them of traditional Japanese rice. Furthermore, while tourists would not 
purchase rice as a souvenir, they would be eager to eat the rice during their visit. Based on these 
data, we conclude that if restaurants were to offer this rice on their menu, tourists would 
purchase it. Additionally, Thai people, specifically educated, health-conscious Thai consumers, 
would purchase the rice because of its nutritional value.  
4) Internet advertisements, as well as an effective packaging design, are beneficial to 
target consumers. 
We found that advertisements and a newly designed package would increase the sales of 
the Mae Khong Khaa rice. An enhanced product identity would contribute to the steady 
development of the product in the market. Furthermore, advertisements through channels such as 
newspapers, YouTube, and Facebook would create awareness to the consumers about the Mae 
Khong Khaa rice and its producers. 
5.2  Recommendations 
1) We recommend that the Raks Thai Foundation use a marketing plan to increase 
sales of the Mae Khong Khaa rice.  
Due to time limitations, although we were able to develop a marketing plan, seven weeks 
was not enough time to implement it. The data gathered in our fieldwork was analyzed and used 
to create a marketing plan that seeks a significant increase in the product sales. We suggest that 
the Raks Thai Foundation begin to implement our plan immediately. This marketing plan can be 
found in Appendix C of this report in English and Appendix D in Thai language.  
The marketing plan includes four key objectives and approaches to aid the Raks Thai 
Foundation in expanding the market and increasing sales of the Mae Khong Khaa rice. These 
objectives and approaches are shown in Table 3 below: 
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Table 3: Marketing plan objectives 
Objectives Approaches 
Create a new image for the Mae Khong Khaa 
rice. 
 
 Create a name and logo for the product.  
 Develop enhanced packaging for the 
rice. 
Introduce the Mae Khong Khaa rice in target 
markets.  
 Identify potential markets for the Mae 
Khong Khaa rice. 
 Take steps to introduce the Mae Khong 
Khaa rice to these markets. 
Implement marketing strategies to promote the 
rice in these target markets. 
 Use media to enhance the sales of the 
product. 
 Design a brochure.   
Assess the success of the Mae Khong Khaa 
rice at these markets.  
 Conduct an economic analysis on rice 
sales both at the start of the marketing 
plan and three months after the 
marketing plan has been implemented.  
 Conduct surveys to analyze the appeal 
of the new package design. 
 
Our results indicate that increased sales would come from an improved visual identity. 
Potential rice consumers verified that the current rice packaging lacked specific nutritional 
information and failed to stand out against competitors. We recommend the packaging design, 
color, and information be updated to attract a larger customer base. Additionally, interviews with 
middlemen strongly suggested that the rice would benefit from a brochure detailing how the rice 
is processed. 
        The packaging and brochure design should include several variables: a picture, a logo, a 
name, background information on the village, cooking instructions, nutritional information, and 
hand-milling facts. 
Picture: The package and brochure should have a picture of the Mae Khong Khaa villagers 
processing the rice. We determined that the current package was not appealing and did not stand 
out against other rice competitors. Emphasizing the unique hand-milling process practiced by the 
villagers would provide uniqueness to the product. 
Logo: A logo should be developed for the Mae Khong Khaa rice. Research shows that logos help 
customers identify a brand/company. If customers have a positive reaction to a logo, they are 
more likely to purchase the product and remember it. We suggest that the logo describes either 
the Karen people or the hand-milling technique through pictures. This type of logo is proven to 
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be most beneficial to a low-income, start-up business. In the future, if other products were made 
with the Karen rice, this logo would help link all of the different products to create a complete 
product line. We have provided the Raks Thai Foundation with a sample logo design that can be 
viewed in Appendix G. 
Name: Interviews with Chulalongkorn University professors concluded that they did not find the 
name of the rice appealing. The name should be changed from the specie’s name to one that 
sounds appealing in both Thai and English. Our suggestion is that the rice should be called “Mae 
Khong Khaa Rice” to incorporate the village as much as possible.   
Cooking Instructions: Specific cooking instructions using a rice cooker or regular pots should be 
placed on the package. These details enhance the package attractiveness and provide the 
customer with rice preparation facts. 
Nutritional Value: The nutritional values of rice were the most requested information from 
potential rice consumers. Educated individuals, such as professors, and those who are health 
conscious tend to be more curious about nutrition. While we have been provided basic 
information on highland rice nutrition, we do not have details on the specific rice varieties that 
Mae Khong Khaa farmers grow.  
Background information on the village: We found that customers would appreciate a background 
story on Karen villagers producing agricultural products. This information would be appropriate 
on a flyer to educate customers on the village’s background story and persuade them to make a 
purchase so that they can help the village. 
Additional Language: After interviewing various ethnic groups, our team has determined that the 
rice package should include Thai and English translations. The Japanese population and the 
foreigner populations who were interested in the rice both stated that it would be beneficial if the 
package had information provided in a different language. The language that both of these 
groups would be able to read is English. Our team suggests that the Raks Thai Foundation 
modify the package so that both languages can be included on the package. Furthermore, the 
English section of the package should include Japanese translations of crucial information in a 
smaller font. This would allow Japanese consumers who cannot read English or Thai to 
understand what they are purchasing. We recommend the Raks Thai Foundation hire a person to 
translate the rice package information, flyer, and brochure into Japanese. The translated language 
could be printed on a sticker and placed over the Thai information on some packages. 
Hand-milling facts: Customers were more likely to purchase the rice when they were informed 
about the hand-milling process. Due to limited space on the rice package, this information should 
be placed in a brochure to accompany the rice package. 
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We have provided the Raks Thai Foundation with a sample brochure that could be used 
to promote the Mae Khong Khaa rice. This document can be viewed in Appendix F. This 
brochure should be placed next to the rice at farmers’ markets or stores so that buyers can learn 
more about hand-milled rice and the Karen people. 
Some initial obstacles of changing the design of the package could be a decrease in 
product recognition. To combat this result, middlemen that sell the rice for the Raks Thai 
Foundation should use word of mouth to maintain the rice’s current customers. Another obstacle 
that may arise is an increase in the cost of packaging. However, the success of the marketing 
plan should assure the return on the investment. 
The marketing plan presents information on potential target populations who would 
purchase the Mae Khong Khaa rice. It also points out the most beneficial strategies to approach 
these populations and several potential places where the Mae Khong Khaa rice could be sold. 
This marketing plan also provides information on the advertising media that should be used in 
these markets.  
We suggest targeting health-conscious people and tourists by using mass media, such as 
Facebook and YouTube. These two alternatives are cost-effective, easy to use, and can target 
large masses in a short period of time. We recommend that a Facebook page be set up, where the 
public can receive general information about the Mae Khong Khaa village and its hand-milled 
rice. YouTube videos should be created to provide information on the village’s history, rice 
production, hand-milling process, packaging, cooking instructions, and recipes. 
If these media are not effective, an enhancement of the product’s visual identity should 
be re-evaluated using the information provided for objective four so that the product will appeal 
to more consumers. 
2) We recommend that the Raks Thai Foundation conduct nutritional testing on the 
rice.  
We recommend the Raks Thai Foundation finance the nutritional testing of the rice at an 
accredited facility because the nutritional information is very important for our potential 
customers. The Central Lab Thai and Chiang Mai University food science lab are options that 
can be considered for rice testing. We suggest that the Raks Thai Foundation test the rice for 
basic nutritional values such as calories, fiber, protein, fat, sugar, etc., as well as specific 
vitamins and minerals such as magnesium, thiamin, phosphorus, and Vitamin B6 because brown 
rice tends to contain more of these nutrients than white rice. Additional information on this 
recommendation can be found in the marketing plan appendix.  
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3) We recommend that the Mae Khong Khaa villagers eliminate the use of chemical 
fertilizers and pesticides. 
        One way to dramatically increase the profit of a food item is to label and sell it as 
organic. The villagers should stop using pesticides and chemical fertilizers in fields where 
mountain rice is grown so that those chemicals already in the soil can disappear over time. We 
recommend the Raks Thai Foundation help the villagers obtain certifications for their rice such 
as GAP (Good Agricultural Practices Standard), Organic Standard, Leaf Marque, FDA (Food 
and Drug Administration), and Fairtrade. These certifications, although different from each 
other, aim to promote higher quality.         
4) We recommend the Raks Thai Foundation perform a production analysis of rice 
and an economic review of the current crop production in Mae Khong Khaa. 
We recommend the Raks Thai Foundation perform a monthly evaluation of the rice 
production per household. This analysis will help the foundation keep records about the village’s 
agricultural development in the future. Furthermore, an economic analysis regarding production, 
sales, and marketing should be conducted in order to calculate and compare yearly revenues. An 
approach to perform this analysis is shown in the marketing plan appendix including an Excel 
sheet for documentation found in Appendix E.  
5) We recommend the Raks Thai Foundation promote an educational plan to teach the 
villagers of Mae Khong on marketing concepts and stress increased rice production. 
We recommend continuing the educational process of Mae Khong Khaa by teaching the 
villagers about marketing fundamentals and the importance of these concepts in the sales of their 
rice. A main limitation of the sales of the Mae Khong Khaa rice is that even if the rice was 
introduced to large grocery stores, the villager’s annual production would not be high enough to 
keep up with the demand. In order to properly expand the market, there must be an adequate 
amount of rice available to keep up with the growing demand. A main point to our educational 
program with the villagers was to help them realize that if they can produce more rice, they can 
make a higher profit. In addition, with all profits made from the rice going into the Raks Thai 
Foundation’s loan, the only way that the villagers can increase their income is to produce more 
rice. This is why we have suggested to the Raks Thai Foundation to change the way that the 
profit is distributed, as seen in the next recommendation. We also suggest using this pilot 
program in other rural villages to increase awareness of marketing and the limitations of cash 
crops around northern Thailand. 
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6) We recommend that once there is a significant increase in rice sales, the Raks Thai 
Foundation implement the intended profit distribution system. 
After successful marketing strategies are applied, the Mae Khong Khaa rice sales are 
expected to increase and can be used to support the Raks Thai Foundation’s goal to implement 
the three profit distribution system described in section 4.1.1 of this report. However, the 
increase in sale numbers alone does not provide enough incentive for the villagers to increase 
rice production. Therefore, the Raks Thai Foundation’s future plan to divide the profit should be 
enhanced to distribute more profit back to the villagers. Once the villagers receive higher income 
via successful marketing, the confidence of the women’s cooperative in the current system will 
boost, as well as attract new members to participate in the program. 
5.3 Summary 
Northern Karen tribes of Thailand are using outside sources to help them earn money to 
send their children to school, pay for healthcare, and purchase other necessities. The village of 
Mae Khong Khaa relies on large companies to purchase many of their crops and the Raks Thai 
Foundation, our sponsor, to sell their mountain rice. The Raks Thai Foundation was unable to 
find a consistent market for the Mae Khong Khaa rice, so it was our goal to establish a market 
for the rice and provide a marketing plan that would increase the rice sales. 
Our team conducted extensive research that is the basis for our results and 
recommendations to the Raks Thai Foundation and the villagers of Mae Khong Khaa. If our 
deliverables and recommendations are implemented, they can be re-evaluated after three months 
and one year, and be improved upon by the Raks Thai Foundation to provide the Mae Khong 
Khaa villagers with the highest income possible. If successful, this plan can also be applied to 
other rural villages of northern Thailand with the purpose of building a stronger, more 
independent Karen ethnic community in Thailand. 
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Appendix A: Sponsor Description 
 
Our project sponsor, the Raks Thai Foundation (2011c), is a humanitarian, non-profit 
organization devoted to increasing the quality of life in Thailand’s poor and impoverished areas. 
Their focus is to resolve problems without using violence in all geographical parts of Thailand. 
The mission of the organization is to “strengthen the capacity of poor and disadvantaged 
communities to analyze root causes of problems, determine suitable solutions and participate in 
development activities.” (para. 2). A main goal of the Raks Thai Foundation is to respond to the 
needs of Thailand.  
The Raks Thai Foundation (2011d) has ten Board of Directors members including the 
president and vice president of the foundation. From observing the foundation throughout our 
project, we have found that the foundation’s office in Chiang Mai includes about ten employees. 
The foundation relies on international and public funding, depending on the economy 
(Panitchpakdi, 2010). In 2010 the Raks Thai Foundation merged with Merck Thailand, a Young 
Leadership Development organization that is “aimed at building occupational and life skills for 
students and out-of-school youth in Udonthani and Nongkai in the Northeastern region of 
Thailand,” (para. 3). A portion of the money Merck Thailand provided to the Raks Thai 
Foundation was specifically dedicated to agricultural projects north of Chiang Mai. Other 
portions of this money went to The Raks Thai Foundation for other causes. In 2004 the Raks 
Thai Foundation received 22 million Baht in funding to provide help to Tsunami victims that 
year.  
The foundation is based in Bangkok and is involved in several different areas of focus 
including: Environment and Global Warming; Occupation Development; Learning 
Development; Health and HIV; Mitigation (Raks Thai Foundation, 2011e). The two major 
focuses of the organization are HIV/AIDS and environmental concerns (Raks Thai Foundation, 
2008). Our project falls under the occupational development category because it involves helping 
the farmers in Mae Khong Khaa become self-sustainable (Raks Thai Foundation, 2011e).  
The Raks Thai Foundation (2011c) was founded as a branch of CARE International, an 
organization that operates in more than eighty countries around the world. CARE International 
was originally created to care for the victims of World War II; however, post-war, it turned into a 
humanitarian organization devoted to helping victims of both war and poverty. CARE 
International‘s Thailand division was established in 1979 in response to Cambodian refugees 
seeking protection from the Cambodian-Vietnamese war (Raks Thai Foundation, 2011a). The 
Raks Thai Foundation became a member of CARE in January, 2003, making it the first 
developing country to have a CARE branch (CARE International, 2013). Since then, Raks Thai 
(2011a) has expanded to cover agricultural issues in the north and the northeast regions of 
Thailand.  
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Another group that addresses the same problem that our project is addressing in Thailand 
is the Thai Royal family (United Nations Office on Drugs and Crime, 2008). The family has 
supported several “Royal Projects” that educate villages on farming practices and give them 
alternative crops to grow. These projects are not affiliated with the Raks Thai Foundation. The 
Raks Thai Foundation aims to make communities self-sustainable, while the Royal Projects buy 
produce from the farmers and sell it under their own “Royal Project” label. 
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Appendix B: Story of the Mae Khong Khaa Village 
 
The origin of Mae Khong Khaa is described by a story of a wasp. This wasp flew to Baan 
Tuan
1
 to feed (Khun Wisit, personal communication, Jan. 28, 2014). There, the wasp found a 
newborn baby of the Wa hill tribe
2
, still red from birthing fluids. The wasp took the child and 
flew away, mistaking it for a piece of meat. The villagers, desperate to return the baby to its 
home, attempted to retrieve the baby by leaving red meat in the forest and waiting for the wasp 
to come eat the meat. Once the wasp came, the villagers tied a string to the wasp’s body and 
followed the string until they reached the hive. The villagers decided to smoke out the hive to 
force the wasp to leave. By doing this, they killed the caterpillars that lived in the hive and 
brought it back to the village for food. Once the wasp left the hive, the villagers followed the 
wasp to a hive at a high mountain in the east of Mae Chaem. The villagers approached the new 
hive and made a fire with raw grass kindling to again smoke out the wasp hive and burned the 
wasp. The villagers took back the baby and returned it to Baan Tuan. The name “Mae Khong 
Khaa” comes from the brook in the area and the name of the grass kindling used to smoke out 
the hive. “Kaa” is the name of the grass kindling, and so they named the village “Mae Hom 
Kaa”. Through time, the name was pronounced as “Mae Khong Kaa”.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                                                          
1
 A village near Mae Chaem 
2
 A group of tribal people 
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Appendix C: Marketing Plan 
Introduction 
The Raks Thai Foundation is a humanitarian (2011c), non-profit organization devoted to 
increasing the quality of life in Thailand’s impoverished areas. The organization is based in 
Bangkok but has offices in Chiang Mai and Mae Chaem as well. It is involved in many projects 
that benefit small villages in northern Thailand. Additional information about the foundation can 
be found in Appendix A. 
Today, the foundation has made attempts to enter the Mae Khong Khaa rice in the local market 
at a Farmer’s Market across from Chiang Mai University and in the Bangkok area through 
business connections. A middleman sells the rice in Chiang Mai and additional sales are made 
online over the New Year holiday. However, marketing approaches have not been solidified to 
boost the sales of the product and identify consistent consumers.   
Furthermore, packaging for the Mae Khong Khaa rice is costly and in some cases outweighs the 
benefits of selling the product at its current price. The current cost to package the rice is based 
off of favors through business connections and cannot be held at this price if the market is 
expanded. The outcome of the Raks Thai Foundation’s limitations is that the organization should 
have a marketing plan that identifies future potential markets and strategies that could increase 
sales of the Mae Khong Khaa rice. 
Other outlining problems and projects that Raks Thai is involved in enable the foundation from 
devoting money and all of their time to this project. They wish to identify potential markets that 
the rice could be established in without investing large amounts of money. Thus, they have 
contacted us to present research and findings that suggest potential markets and marketing 
strategies.  
Mission Statement 
 
(a) Definition of Organization:  The Raks Thai Foundation’s purpose is to help the villagers 
understand the value of their product and promote a self-sustainable mindset by showing 
them that effectively marketing their product can help increase their income.   
(b) Distinctive Competitiveness:  The distinctive attribute of this rice is the fact that it is 
hand-processed. The Raks Thai Foundation is trying to study the production line cost and 
the village profit from selling the rice at different processing stages; either from the rough 
rice, or the processed rice. 
This document provides a detailed explanation of a marketing plan that aims to increase the 
sales of the Mae Khong Khaa rice. This program is provided to the Raks Thai Foundation in four 
stages: Planning; Implementation; Analysis; Restructure. Figure 1 below shows the cycle. 
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                                                                     Figure 1: PIAR Plan 
In order to implement this plan, the current product situation must be assessed. We have 
created four objectives to be implemented in order to increase sales of the rice. These objectives 
can be found in Table 1 below. We then discuss further recommendations for the Raks Thai 
Foundation to further help the villagers of Mae Khong Khaa and increase their annual income.  
 
 
 
 
 
 
 
 
 
 
 
 
 
Planning 
Implementation Analysis 
Restructure 
Mae Khong Khaa 
Rice 
Action Plan 
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Table 1: Marketing plan objectives 
Objectives Approaches 
Create a new image for the Mae Khong Khaa 
rice. 
 
 Create a name and logo for the product.  
 Develop enhanced packaging design for 
the rice. 
Introduce the Mae Khong Khaa rice in target 
markets.  
 Identify potential markets for the Mae 
Khong Khaa rice. 
 Take steps to introduce the Mae Khong 
Khaa rice to these markets. 
Implement marketing strategies to promote the 
rice in these target markets. 
 Use media to enhance the sales of the 
product. 
 Design a brochure.   
Assess the success of the Mae Khong Khaa 
rice at these markets.  
 Conduct an economic analysis on rice 
sales both at the start of the marketing 
plan and three months after the 
marketing plan has been implemented.  
 Conduct surveys to analyze the appeal 
of the new package design. 
 
Current Situation Review 
The Mae Khong Khaa rice must be assessed in order to design a successful marketing plan for 
the Raks Thai Foundation. A review of the current production costs in addition to the current 
visual identity of the rice is presented.  
Current Production Costs for the Mae Khong Khaa Rice.  
 Table 2 displays the current costs of production for the Mae Khong Khaa vacuum-sealed 
rice package. 
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Table 2: Total cost of 1 kg of vacuum-sealed Mae Khong Khaa rice  
Process Price (Baht) 
Hand milled Rice in Canvas Bag 30 
Transportation (Mae Khong Khaa to 
Chiang Mai packaging facilities) 
3 
Packaging Labor 1 
Vacuum-sealed Bag 4.5 
Quality Check and Management 1 
Box (20 bags) 0.5 
Sticker 9.5 
Transportation (Chiang Mai to 
Bangkok) 
8.33 
Total Cost to cover packaging and 
transportation (Chiang Mai Market) 
49.50 
Total Cost to cover packaging and 
transportation (Bangkok Market) 
57.83 
Total Cost (Chiang Mai) 60 
Total Cost (Bangkok)  80 
 
The middleman for the Raks Thai Foundation purchases the non-vacuum packed rice 
from the foundation at 35 baht/kg and sells it for 40 baht/kg making a profit of 5 baht. This 
shows that people are willing to sell the Mae Khong Khaa rice to help the village, not necessarily 
for his or her own profit.  The Raks Thai Foundation created a communal loan system to support 
the villages that they help. They aid several Karen villages around Mae Chaem to help sell their 
products in the market. The loan system can be used by any of these villages to provide them 
with a sum of money to help either in emergencies or if they would like to purchase new 
machinery to aid their village production. In the future, the Raks Thai Foundation will split the 
profit that they make from the Mae Khong Khaa rice into three parts: one to directly give back to 
the villagers, one to split evenly between all of the villages the Raks Thai Foundation supports, 
and one to go into the Raks Thai Foundation’s communal loan. Thus, if the project team can 
increase the price of the rice in the market, the Mae Khong Khaa villagers will gain income both 
directly and indirectly. Until the Raks Thai Foundation splits the profit into three parts the 
project team aims to help the Mae Khong Khaa villagers by adding to the amount of money 
available to use from the Raks Thai Foundation’s loan system.  
Visual Identity and Price 
(a) Product: The Raks Thai Foundation has supported the villagers with packaging designs 
to market the product. Following is the current standings of typical food packaging 
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qualities of the Mae Khong Khaa rice package in comparison to other rice products in the 
market. 
 
i. Name: The Mae Khong Khaa rice does not have a name. Instead, the rice 
package displays the name of the rice species. There are two species of 
rice, Bueki and Buewaa, which are grown in the village and sold by the 
Raks Thai Foundation in the market.  
ii. Logo: The Raks Thai Foundation does not supply logos for their products. 
However, there is a picture for the rice species that can see in Figure 2. 
The picture’s color changes depending on the species. The image has a 
basic design that does not necessarily appeal to consumers.  
 
Figure 2: Bueki Species Logo (Facebook, 2014) 
iii. Trademark: The product does not hold any trademarks. To obtain a 
trademark, the Raks Thai Foundation would first need to identify a name 
and logo.   
iv. Accreditation: This product has not received any accreditations from the 
Food and Drug Association of Thailand or any other organizations. 
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v. Packaging: The package is vacuum-sealed, which provides a shelf life of 
one year. The design of the product is inconsistent depending on the time 
of the year the product is sold. As seen in Figures 3 and 4 respectively, the 
front of the package and the back of the package show the packaging of the 
Mae Khong Khaa rice designed for New Year’s gifts. On the other hand, 
during the rest of the year, the front and back of the package change. Figure 
5 displays the current front design. The back of the package just shows a 
sticker of the rice specie. 
 
Figure 3: Front of the Mae Khong Khaa rice package designed for New Year’s gifts (Facebook, 2014). 
 
Figure 4: Back of the Mae Khong Khaa rice package designed for New Year’s gifts (Facebook, 2014). 
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Figure 5: Current front of the Mae Khong Khaa rice package designed 
i. Labels:  The front view of the Mae Khong Khaa rice package in Figure 
3 displays the logo and identifies the rice as hand milled. The back of the 
package, seen in Figure 4, displays information about the Karen 
community and the eco-friendliness of the product. The cooking 
instructions are also listed on the back. Figure 5 presents information 
about the local species of rice grown in the highland area. The hand-
milled process is also addressed to inform the customer about the high 
nutrition of the rice. The package also indicates that it is eco-friendly 
and can help increase the income for the Karen villagers.  
Both packages are only written in Thai language, which limits the 
population that can read and identify the product. There is neither 
nutritional information nor an expiration date displayed.  
ii. Price: The current price of the product in the Chiang Mai farmers’ 
market is 35 baht. The price for the airtight product sold in Chiang Mai 
is 65 baht and the price sold in Bangkok is 80 baht. These prices include 
the cost of transportation, packaging, and the price given to the women’s 
co-op for their unhusked rice.  
Limitations of Sales  
(a) Production:  The women’s cooperative of Mae Khong Khaa is currently producing 1,500 
kg of hand-milled rice per year. The husked rice is processed based on the requests from 
the Raks Thai Foundation and the needs of the middleman. This past year, the middleman 
has requested a large order and the village has not been able to produce the amount of 
rice needed to fill the order. This shows that an increase in production is needed in order 
to increase the villager’s income. 
SWOT Analysis 
We have analyzed the strengths, weaknesses, opportunities, and threats of the Mae 
Khong Khaa rice in the market. This information is displayed below: 
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a. Strengths 
i. Hand-milled product. 
ii. Softer and stickier than normal brown rice. 
iii. Grown by Karen people. 
iv. Rice species is unique to Mae Khong Khaa. 
v. More nutritious than white rice, as it is a form of brown rice. 
vi. Production, processing, and sale of the rice do not involve child labor. 
vii. Non – genetically modified plant. 
 
b. Weaknesses 
i. Unappealing appearance because some grains are broken. 
ii. The packaging of the rice is plain. 
iii. The price of the product is high in the current market it is sold in. 
iv. The product has no certifications. 
v. The cost of production is high, limiting the amount of money available for 
the Raks Thai Foundation’s loan system. 
vi. The rice has a short shelf life if it is not vacuum sealed. 
vii. There is currently only one main distributor. 
 
c. Opportunities 
i. Competitors do not present the story of the farmers who grow the rice. 
ii. The tourism market is growing (Department of Tourism of Thailand, 
2011). 
iii. There is the possibility of new markets in Bangkok and Chiang Mai. 
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d. Threats 
i. Rice yield in the village is low and limits the amount of rice that can enter 
into the market.  
ii. New competitors with hand-milling rice products may arise in the future. 
 
Objective 1: Create a new image for the Mae Khong Khaa rice. 
In order to create a new package design and visual identity for the Mae Khong Khaa rice, 
it is necessary to assess packaging traits that appeal to consumers. We suggest creating a new 
package design for the Mae Khong Khaa rice based on the data collected that identifies the 
current product does not have a recognized brand in the market. The logo is inconsistent and the 
packaging information is not appealing to some consumers. Below is detailed information on 
possible packaging approaches and recommendations. 
o Create a name for the product: Creating a name for a product can also be referred 
to as branding.  Branding is used to increase appeal by making the product more 
noticeable to consumers when placed next to competitors’ products. The name 
should be relatable to the consumer and identify a unique characteristic of the 
product. Two names could be chosen one for Thai and one for English so that 
they appeal to their respective audiences. For the Mae Khong Khaa rice, a 
suggested name would be “Mae Khong Khaa Rice”, or “         ” in Thai.  
 
o Include information about the villagers, nutritional information, and information 
in a language other than Thai on the package: According to surveys, information 
about the villagers on the package would be appealing to the majority of the 
Japanese population. Information about the villagers will provide consumers with 
insight into where their food comes from. Our research within our target 
populations show that people are willing to buy a product if it means they can 
help the villagers, thus adding the story of the Mae Khong Khaa village on the 
package will benefit sales. In addition, respondents ranked that nutritional 
information and information on the package in a language other than Thai as 
important factors that influence their opinion of a product. We suggest that the 
Raks Thai Foundation conduct nutritional tests on the rice, described in detail 
later on in this marketing plan, and to add information in either English as it is a 
popular language, or Japanese to appeal to a Japanese population.   
 
o Enhancing the package design by creating a logo for the rice:  A product logo for 
a company is essential for recognition by customers (Entrepreneur Media 
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Incorporation, 2014). If customers have positive reactions to a logo, they are more 
likely to buy the product because it is a sign that a company is well established in 
the market. There are three types of logos: logos that are font-based, logos that are 
abstract symbols, and logos that describe a company through pictures. The best 
logo option for a start-up company is a logo that describes the company through 
pictures. 
 
When creating a logo, there are several factors to consider (Entrepreneur Media 
Incorporation, 2014). A logo should be able to be shrunk and expanded, and also 
distinguishable in black and white ink. Logos that can capture the uniqueness of a 
company through original artwork are generally more successful. Logos should 
have the potential to remain “current” for approximately twenty years so that the 
logo does not need alterations, and should be cost-effective and feasible to 
produce. It is advisable for a start-up company to consult a professional logo 
designer instead of creating one by themselves. 
 
Below is a suggested logo for this product in Thai and English in Figures 6 and 7 
respectively. 
 
Figure 6: Product Logo in Thai 
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Figure 7: Product Logo in English 
Objective 2: Introduce the Mae Khong Khaa rice in target markets. 
In order to increase sales of the Mae Khong Khaa rice, the rice must be introduced to new 
markets in order to increase the amount of customers the rice is exposed to. In order to do this, 
potential markets must be identified, as well as a plan to introduce the rice to these markets. In 
this section, we will evaluate the target populations for the rice. We have identified three 
potential markets for the Mae Khong Khaa rice and have provided more information on how best 
to enter these markets. In addition, we have provided a suggested timeline for the Raks Thai 
Foundation to follow while implementing this marketing plan. 
Target Population Analysis  
 The middleman offered information on the current consumer market in Chiang Mai and 
provided feedback that helped identify different target populations. Below are the target 
populations that would best fit the Mae Khong Khaa rice market and several markets where these 
populations can be found. 
(a) Identification of the customers: Three potential target groups are health conscious 
people, Japanese people and tourists.  These targets were determined by assessing 
the current sales for the Mae Khong Khaa rice and by surveying people in 
Bangkok and Chiang Mai. Below, the desired description of potential customers 
is provided. 
 
(b) Desired Description of Potential Customers: 
 
i.  Health Conscious People: The health conscious market would 
include people who strive to live healthy lifestyles. Males and 
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females between the ages of 25 to 65 who are constantly concerned 
about their health and the daily intake of carbohydrates are desired 
for this population. This population would usually have a higher 
education degree and is part of a middle-upper class, in order to 
afford the price of the rice. This customer would rely on a healthy 
diet to perform efficiently, which would make them more prone to 
buying healthy rice. Therefore, these people would have the 
inclination to read the nutritional information on product. The 
health conscious people were initially targeted due to nutritional 
value that the Mae Khong Khaa rice has that many white rice types 
do not. The majority of the customers at Nihonmachi market, K-
village farmers’ market, and the Ton Payorn fresh market stated 
that they are aware of their vitamin and mineral intake in their diet. 
Based on survey results gathered from these three markets, factors 
that would influence them to purchase this rice include: 
 The importance of rice in Thai meals.  
 The rice’s nutritional information.  
 Information on the package in a language other than 
Thai. 
 
ii. Japanese expats: This market would ideally be composed of 
Japanese households that display economic stability in order to 
afford the price of the rice. These consumers are unique because 
they would tend to relate the texture of the Mae Khong Khaa rice 
to the Urimachi species of rice found in Japan (Ninja Japanese 
Restaurant, 2014). Based on survey results gathered from K-
Village farmer’ market and Nihonmachi market, factors that would 
influence them to purchase this rice include: 
 Story of the Villagers of Mae Khong Khaa. 
 Texture and appearance of the rice similar to the one found 
in Japan. 
 Information on the package in a language other than Thai. 
 
iii. Tourists: This market would be willing to try different products 
that are authentic to Thailand. This group would usually be 
composed of Asian, European and western people, men and 
females between 20 and 50 years of age. Customers in this group 
would be willing to explore Thai cuisine. Data obtained from the 
Department of Tourism of Thailand shows that tourism has 
become a large market in Thailand over the past five years 
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(Department of Tourism of Thailand, 2011). Since 2009, tourism 
has risen by 90%, as displayed in Figure 8 below, which indicates 
that the tourist potential market could be rising. Based on survey 
results from tourists in Bangkok, factors that would influence them 
to purchase this rice include: 
 Price of the product. 
 Taste of the rice. 
 Eco-friendly material. 
 
 
Figure 8. Tourism Increase in Thailand since 2009 (Department of Tourism of Thailand, 2011). 
Target Market Analysis 
We have identified four potential markets where our target populations can be found: K-
Village farmers’ market in Bangkok; Nihonmachi market in Bangkok; Ton Payorn fresh market 
in Chiang Mai; restaurants in Chiang Mai and Bangkok. We will now assess each market and 
determine which markets are target markets for the Mae Khong Khaa rice.  
K-Village Farmers’ Market in Bangkok: At K-Village farmers’ market, the project team found 
the products sold match the proper market for Mae Khong Khaa rice. There were two other types 
of vacuum-sealed nutritious rice being sold by private vendors; Jasberry rice and Happy Health 
Club rice. These rice brands were sold in approximately 1 kg packages and were sold for 160 
baht and 110 baht, respectively. These prices are potential values that the Mae Khong Khaa rice 
could be sold if marketed competitively. At both booths for the rice brands, they handed out 
brochures with information on the rice including marketing attributes such as nutritional facts 
and certifications. This farmers’ market only occurs once a month, which would be beneficial for 
the Mae Khong Khaa rice. The production of the rice in the village is limited, which makes a 
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once a month buyer ideal because the supply would match the demand.  In summary, the project 
team identified the K-Village farmers’ market as a potential introduction market for the rice. 
Nihonmachi Market in Bangkok: Despite Nihonmachi market meeting the criteria of a large 
Japanese population, the market did not match the physical market attributes that would be ideal 
for an introduction market for the Mae Khong Khaa rice. Nihonmachi Market is made up of 
established private shops that would require each of these shop owners to agree to sell the rice in 
their stores. From interview with restaurant owners, we have recognized that it is very difficult to 
enter a large, established market without personal connections. The Raks Thai Foundation would 
need existing connections within this market to have potential to sell their rice there. With these 
limitations, the project team determined that Nihonmachi Market would not be a potential 
introduction market for the Mae Khong Khaa rice. However, because Nihonmachi Market is in 
close proximity to K-Village market, the two markets may share some of the same customers, 
which would be beneficial for rice sales as the customers at Nihonmachi Market might purchase 
the rice. 
Ton Payorn Fresh Market in Chiang Mai: Ton Payorn Market can be identified by its attribute of 
being an outdoor fresh market. The project team observed that the rice being sold there was 
either in open bins or precooked by private sellers. In order for the Mae Khong Khaa rice to be 
introduced to this market, vendors may have to switch the way they sell the rice to match the 
market by either pre-cooking the rice or selling it without packaging. Overall, the project team 
determined that Ton Payorn Market is a potential introduction market for the Mae Khong Khaa 
rice because this market would allow the foundation to decrease packaging costs, increasing 
profit.  
Restaurants in Chiang Mai: The Riverside restaurant in Chiang Mai relies on about half of their 
profit from tourists during one third of the year. The increasing tourism trends seem to provide a 
prosperous stable market for restaurants to take risks and try new products (Department of 
Tourism of Thailand, 2011). Thus the increase in tourism has indirectly led to possibilities for 
introducing the Mae Khong Khaa rice to tourists. Selling the rice at restaurant would provide 
steady income for the village and a supplier inclination to buy the rice that is not dependent on 
packaging. Khun Churn restaurant in Chiang Mai states that although they have a consistent rice 
supplier and do not show interested in purchasing the rice, the owner suggested that other 
restaurants would be interested because of their desire to help the villagers. Therefore, Raks Thai 
Foundation should target hotels and restaurants that offer authentic northern food as well as 
restaurants that promote healthy lifestyles and are famous among tourists seen to advertisements 
through travel blogs, books, and reviews. Startup restaurants are a good option because they do 
not have strong ties with suppliers. Any connections the foundation has with restaurants around 
Chiang Mai and Bangkok should also be considered.  There is a restaurant called Brown Rice 
that has just opened in Chiang Mai that offers only brown rice options and is looking to expand 
its business. Therefore, this company should be considered. Restaurants offer the Raks Thai 
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Foundation the opportunity to have a loyal customer and yet lower the cost of production due to 
not requiring fancy packaging. 
 
 
Market Contact Information 
We will now provide contact information and additional profile information on each 
potential target markets to introduce the Mae Khong Khaa rice to.   
K – Village Farmer’s Market, Bangkok 
K – Village is an open-air lifestyle mall that comprises dining, fashion, beauty and other stores. 
Every month, this mall hosts a 2-day farmers’ market that offers a variety of home-made, organic 
and natural products. A disadvantage for this market is that it relies on the need of a middleman 
to sells the product. However, this option should be highly considered, since it targets all three 
potential customers.  
Address: 
93, 95 Sukhumvit 26, 
Klongtan, Klongtoey              10110 
Bangkok, Thailand 
 
Figure 9. Location of K-village (K-Village, 2014) 
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Website: 
www.kvillagebangkok.com 
Contact information: 
Tel: (+66) 2 258 99 19 21  
Email: info@kvillagebangkok.com  
Ton Payorn Market, Chiang Mai 
This is fresh market in Chiang Mai that has the potential to sell the Mae Khong Khaa 
rice. This market is visited daily by a lot of locals that are looking for rice, vegetables, fruits, etc. 
The manager of the market suggested that the Mae Khong Khaa rice can be profitable in this 
market place since brown rice sales have increased this year. However, the disadvantage of this 
market is the fact that a middleman is required to sell the rice every day. Data shows that internet 
media is not as popular in this market as it is within the population at K-Village farmers’ market. 
A brochure may be more important to implement here rather than internet media because more 
of the population said they either do not use Facebook and YouTube or use it infrequently.   
 
Address: 
 Mueang Chiang Mai District,  
Chiang Mai, Thailand 
 
 
Figure 10. Map location of Ton Payom Market (Google Maps, 2014a) 
 
No further contact information was found of this market. If the Raks Thai Foundation displays 
interest, they should personally approach the managers of the market. 
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The Riverside Bar & Restaurant 
The team identified The Riverside Bar & Restaurant as a potential venue to promote the rice, due 
to its high recognition among tourists. The menu serves all varieties of food, including Thai, 
traditional northern Thai and western food. As its name indicates, the restaurant is located nearby 
Ping River and its night view is yet another attraction for customers to visit. As the manager of 
the restaurant suggested, this restaurant would be a good alternative since they would be able to 
offer its customers with a unique product that helps the development of the Mae Khong Khaa 
people. The restaurant did not indicate initial interest in the product; however, they were give a 
bag of the Mae Khong Khaa rice to try and based on the taste of the product their opinion of the 
rice in their restaurant may change. 
 
Address: 
9-11 Charoen Rat Road  
Chiang Mai, Thailand 
 
 
Figure 11. Map location of The Riverside Bar and Restaurant (The Riverside Bar and Restaurant, 2014) 
 
Website: 
www.theriversidechiangmai.com 
 
Contact information: 
Tel: (+66) 53 243 239 
E-mail: service@theriversidechiangmai.com 
 
  
Brown Rice - Organic Bistro 
Brown Rice/Organic Bistro, in Chiang Mai, is famous for its vegetarian cuisine, specializing in 
Thai and western dishes. The team recognized this start-up restaurant as a potential target for the 
Mae Khong Khaa rice to establish a consistent distribution. Due to the nature of food they serve, 
the Mae Khong Khaa rice could be a unique addition.  
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Address:  
48 Changmoi Road, Muang, 
Chiang Mai, Thailand 
 
 
                 Figure 12. Map location of the Brown Rice Organic Bistro (Happy Cow, 2014)  
 
Contact information: 
Tel 1: (+66) 86 918 8428 
Tel 2: (+66) 93 292 4688 
E-mail 1: duangvg@gmail.com 
E-mail 2: nanwarin@gmail.com 
 
Objective 3: Implement marketing strategies to promote the rice in these target markets. 
Our program is based on research conducted in the Bangkok and Chiang Mai areas. This 
plan is centered the theory of “consumer experience.” It is important to market the rice as an 
experience the consumers can receive through purchasing the rice and eating it. The foundation 
could create a consumer experience by marketing the farmer’s story on the package. For 
example, tell the customers about how each bag of rice purchased impacts the life of a woman in 
Mae Khong Khaa and about the health benefits of the type of brown rice. In order to properly do 
this, it is essential to analyze the best marketing media for the target populations and develop a 
plan to use these media. Our research shows that populations at K-Village farmers’ market and 
Ton Payorn market not only have access to the internet every day, but the majority of 
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respondents use Facebook and YouTube every day. This makes these social networking channels 
effective to reach out to our target populations.  
YouTube Channel: The creation of a YouTube channel will allow the Raks Thai Foundation to 
generate awareness of the product. YouTube provides access for people from all around the 
world to learn more about the Mae Khong Khaa village and their traditional hand-milling rice 
practices. We recommend creating videos in both Thai and English language. The content of the 
YouTube channel should include the following videos: 
 
Mae Khong Khaa rice 
 This video should contain the information of the product. Topics that should be addressed 
include the nutritional information and the benefits the rice provides to the customer. 
Through this video, we aim to promote the brand and the product. 
 
Mae Khong Khaa Farmers 
This video is very important since one of the main goals of the foundation is increasing the 
development of the Mae Khong Khaa villagers. We recommend this video to be filmed in 
Mae Khong Khaa and focus on the lives of the villagers. Topics that should be addressed 
include the life of the villagers, and their traditions and beliefs. The purpose of this video is 
to increase the interest of the consumer encouraging them to learn more about the villagers 
and the Karen people 
 
Mae Khong Khaa hand-milling technique 
 The focus of this video is on the technique that the villagers use to mill their rice. 
Detailed information about the mortar and pestle approach should be given in this video. It is 
also important to include the reason why the villagers use this method so that the viewer can 
recognize the relationship of the villagers to their product. 
 
Mountain rice farming. 
 A video that explains the difference between paddy-field and mountain farming should be 
included. The fact that the Mae Khong Khaa rice is grown in a mountain is a unique property 
that should be highlighted. Contributions from experts on rice growth, the villagers and the 
Raks Thai Foundation should be incorporated in the video. 
 
Traditional Mae Khong Khaa recipe 
A recipe from the villagers will attract the customers to purchase the rice and try something 
different. The video should be focused on the villagers so that the customers can learn 
directly from them. This video will also raise awareness and create interest towards the 
brand. 
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Design a Brochure: A brochure is a marketing tool that can be implemented to enhance the 
attention of the consumer to the product and create awareness of the quality and uniqueness of 
the Mae Khong Khaa rice. The majority of customers, identified in Objective 2, are influenced 
by nutritional information; therefore, the brochure should include the most important nutritional 
facts about the mountain rice.  In addition, the majority of people surveyed concluded that they 
were unaware of what hand-milled rice is, so this would be additional information that should be 
included to appeal to consumers. Figure 13 and Figure 14 below show the recommended 
example brochure for the Mae Khong Khaa rice.  
Additional space in the brochure can be used to include information on: 
 Mountain rice facts. 
 Directions on how to cook rice. 
 Story of the village. 
 Story of one villager and her responsibility within the community. 
 Mae Khong Khaa village recipe.  
 
Figure 13: Front of the Mae Khong Khaa rice brochure 
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Figure 14: Back of the Mae Khong Khaa rice brochure 
Facebook Page: 
The creation of a Mae Khong Khaa rice followers’ page will allow Facebook users to access the 
recent updates of the Mae Khong Khaa rice and send the link of the rice to friends and family 
members as a recommendation to try the rice and follow the story.  
 
Facebook page recommendations: 
 Update the Mae Khong Khaa rice webpage every day. Updates about the development of 
the village and the promotions of the product will attract potential consumers to look for 
the product more often. Examples of posts could be: 
o “Check out this new delicious variety of our rice.” 
o “Explore our exciting new video to learn more about the women’s cooperative of 
Mae Khong Khaa.” 
 At least once a week, create a post that connects with the customer, explaining how they 
are helping the village by purchasing the rice. Examples of this include: 
o “Your rice purchase helped this family afford schooling for their son. Thank 
you!” 
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 Try to include pictures or videos in the posts as much as possible. The visual media 
convey ideas better and remind the consumers that they are helping people. 
 Keep the name of the page consistent. For example include the brand name of the rice.  
 Use a cover picture of the Mae Khong Khaa people. 
 Use a profile picture advertising the Mae Khong Khaa rice. For example, the logo would 
be a good choice.  
Magazine advertisements: 
Magazine advertisements are another way to create awareness of the product by targeting 
consumers that read magazines every day.  Magazines are a great place to feature recipes that use 
the Mae Khong Khaa rice. We recommend using magazine advertisements once rice sales have 
increased. An example of a recipe that could be use is the “Kao Ber Porridge”.  The recipe is 
authentic to the Karen people and is shown below: 
 
Kao Ber Porridge Recipe 
 
Ingredients: 
 Khaw Khong Khaa rice 
 Pork and ribs 
 Bamboo sprouts 
 Chili 
 Salt and pepper 
 
Directions: 
1. Set up the rice cooker. Pour water and put rice into it. 
2. When the water is boiled, put pork or pork ribs and bamboo sprouts into the pot. 
3. When rice start to break apart, you need to stir it again. 
4. Add chili, salt, and pepper. 
 
Media Analysis for Individual Markets 
Internet media is important in both K-Village farmers’ market and Ton Payorn fresh 
market because not only do 100% of the respondents have access to the internet every day, but 
there is a high usage of the social network sites Facebook and YouTube. Despite this, there is a 
discrepancy between the data gathered from K-Village and the data gathered from Ton Payorn. 
Facebook and YouTube usage is higher at K-Village farmers’ market than it is at Ton Payorn. 
This means that the brochure may be more effective at Ton Payorn than internet advertisements.  
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Timeline 
Economic Analysis 
Day 1 into Marketing Plan 
The economic analysis Excel sheet, found in Appendix E and described in the next section of 
this document, will provide the foundation with a clear vision of all expenditures at the initial 
start of the marketing plan. This analysis will also be redone three months into the plan to re-
assess the success of the plan and determine areas for improvement. 
  
Social media product launch 
Day 10 - 30 into Marketing Plan 
The social media launch is the biggest marketing tool to promote the product. Therefore, it has to 
be carefully reviewed and enhanced. The Mae Khong Khaa rice YouTube channel and Facebook 
page after launch can be promoted by family, friends and word of mouth.  
Press Conference 
Day 40 into Marketing Plan 
A press conference is not essential, but it creates awareness in the market because the event can 
attract attention from media such as TV, magazines, and newspapers. If a press conference is 
organized, the product should be promoted by describing the traditions of the Mae Khong Khaa 
villagers and their traditionally hand-milled rice. A member of the Mae Khong Khaa women’s 
cooperative should be present to explain the product and the process from her perspective. The 
woman should discuss the appealing attributes of the rice based on our eight principles.  In 
addition, the support of the Department of Tourism of Thailand and the Department of Culture of 
Thailand at this event would help to promote this product in nearby restaurants throughout 
Thailand. Finally, potential guests should include newspaper and magazine reporters, 
representatives from restaurants where the rice is being sold, and representatives from companies 
that could be potential consistent purchasers. 
Newspaper Interview  
Day 50 into Marketing Plan 
Obtain an interview with a well-known Bangkok and Chiang Mai newspaper, such as the 
Bangkok Post, to raise additional awareness of the product in the market. The newspaper 
interview should be focused on who the Mae Khong Khaa people are and what their products 
offer to the purchasers such as nutritional value and unique taste. 
Magazine advertisements 
9 Months into Marketing Plan 
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Placing advertisements in health or cooking related magazines could reach out to potential 
consumers who do not travel often, but are easily influenced to try new things. The 
advertisement plan should be implemented toward the end of the first year of business, if the 
foundation believes it would be beneficial to further expand the market. This marketing media is 
more of a risk due to high initial costs to place the advertisement in the magazine; however, it 
can provide an increased income for the village if successful.  
Objective 4: Assess the success of the Mae Khong Khaa rice at these markets. 
Strategies have been created to evaluate the marketing plan after three months. It is 
necessary to measure and evaluate the success of the goals established in this plan to help the 
Mae Khong Khaa villagers move towards self-sustainability. In this section, an evaluation plan 
for the first three objectives is presented.  
Analysis for Objective 1: In three months, in order to analyze the new perception of customers 
regarding the Mae Khong Khaa rice, the Raks Thai Foundation should conduct a survey that 
assesses the new packaging design. This survey should include questions regarding the logo, 
colors, nutritional information, and story of Mae Khong Khaa provided. We recommend that the 
Raks Thai Foundation survey people at farmers’ markets and fresh markets in Chiang Mai and 
Bangkok. These places were selected because of the teams previous marketing analyses were 
conducted in these locations. Once the surveys have been given, an in-depth analysis they should 
be completed and evaluated by marketing professionals. 
Analysis for Objectives 2 and 3: The effectiveness of the plan should be assessed through 
an economic analysis. This analysis should consist of a comparison of the present and previous 
expenditures and profits. Attached to this plan in Appendix E is an Excel file with an example 
template. This template allows a user to view the costs of rice production, processing, packaging, 
delivering, and marketing. It also calculates the net revenue per month. This analysis will help 
the Raks Thai Foundation organize their monetary transactions from the start of the 
implementation of the marketing plan to the end. A customer behavior analysis should be 
performed and customer reviews should be evaluated to determine the success of the Mae Khong 
Khaa rice product. We recommend contacting the distributors of the rice and its consumers in 
order to obtain these comments about the product. Facebook and YouTube are also powerful 
tools that can be used to obtain consumer perspectives and analyze the strength of the brand in 
the market. 
Restructure 
We recommend the Raks Thai Foundation hire a professional marketing agency that can 
enhance the marketing techniques after the previous evaluation has been done. A marketing 
agency will evaluate the current attempts and implement new techniques. If there is no need to 
enhance the marketing techniques, the plan should continue for six months and then the analysis 
should be performed again. This marketing plan can be used as a start-up plan for other products 
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the Raks Thai Foundation handles. The same general process of planning, implementation, 
analysis, and restructure can be utilized to both introduce a product to the market and increase 
sales.  
 
 
Additional Recommendations 
There are four main recommendations we suggest to the Raks Thai Foundation to further their 
goals for the Mae Khong Khaa village.  
Educational Programs 
 The project team suggests the Raks Thai Foundation use our educational program for the 
Mae Khong Khaa villagers to stress the importance of increasing production. To gain more 
income, villagers need to start by producing more rice. After marketing strategies are applied, the 
Mae Khong Khaa rice sale is expected to increase and can be used to support the Raks Thai 
Foundation’s goal to implement the profit distribution system, additional information on the 
profit distribution system can be found in Section 4.1.1 of this report. This program can be used 
in other villages as well to increase production for the foundation and their distributors. 
Implement Three-Part Distribution System 
The project team suggests that the foundation implement their three-part distribution system once 
they have reached the established goal of profit in the fund. The increase in sale numbers alone 
does not provide enough incentive for the villagers to increase rice production. Therefore, Raks 
Thai Foundation’s future plan to divide the profit should be implemented to distribute more 
profit back to the villagers. Once the villagers receive higher income via successful marketing, it 
will increase the confidence of the women’s cooperative in the current system, as well as attract 
new members to participate in the program.  
Accreditations 
 The project team suggest the Raks Thai Foundation work in conjunction with the 
villagers to obtain product accreditations that increase the profit of the product. By obtaining 
certifications, the villagers are not only offering a better quality product but also a more 
expensive and selective rice. Examples of accreditations that can be obtained include: 
 
 Leaf Marque: It is an internationally recognized label and is available to use in Thailand. 
(Leaf Marque, 2013). By using the label, members promise that they grow their produce 
in a way that is environmentally-friendly.  
 Fairtrade: This label certifies that small-scale businesses and farmers receive fair deals 
from purchasers and middlemen, and that they also meet social and environmental 
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international policies (Fair Trade International, 2011b). To a consumer, it means that they 
are purchasing a product that was produced and traded fairly among all parties involved 
and that their money is directly helping to decrease poverty in developing countries 
(EcoLabel Index, 2014). The Fairtrade mark is available in Thailand. 
 Good Agricultural Practices Standard (GAP) is a standard for which the farmers in 
Thailand can be certified (United Nations Office on Drugs and Crime, 2008). The 
standard mandates that only a certain amount of pesticides can be used, and they have to 
be predetermined as “safe.”  
 Organic Standard differs from the Good Agricultural Practices Standard in that no 
pesticides are allowed on crops (United Nations Office on Drugs and Crime, 2008). 
“Pesticide-free” can be a significant marketing tool for farmers because they can receive 
prices of 20-80 % higher than non-organic produce in the market. 
 
Nutritional Testing 
The project team suggests the Raks Thai Foundation get nutritional testing done for the 
Mae Khong Khaa rice. From research conducted, we found that customers appreciate nutrition as 
one of the most important characteristics to be included in the package. The brochure, located in 
Objective 4, provides general nutritional information on mountain brown rice. However, specific 
information should be obtained to verify our nutritional claims. The nutritional testing includes 
protein, fat, carbohydrate, mineral and vitamin content analysis. 
The nutritional testing can be performed at different places in Bangkok and Chiang Mai. 
The “Central Lab Thai” is an alternative found in both cities mentioned before. Its price is 
approximately 12,500 Baht and it requires a kilogram of sample and 10-12 working days to 
obtain results. We recommend this analysis, since this marketing plan aims to reach health 
conscious people. The information of “Central Lab Thai” is shown below: 
Central Laboratory (Thailand) Company Limited. 
50 Phaholyothin Rd., Ladyao, Jatujak, Bangkok 10900 
Tel 1: (66) 2940 6881 -3 Ext. 271 
Tel 2: (66) 2940 5993 
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Website: http://www.foodsafety-lcfa.com/web/en/main/index.php 
E-mail: chollada@centrallabthai.com 
Further Studies 
We recommend conducting studies that analyze the village’s standing and additional 
improvement that can be performed. A study regarding the economic development of cash crops 
and subsistence crops in the village should be done to help them realize that rice can be a 
possible crop that will lead them towards self-sustainability.  
Additionally, we recommend continuously studying the marketing knowledge of the villagers 
so that when they have the necessary resources they can market their product on their own. 
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Appendix D: Marketing Plan (Thai) 
แผนทางการตลาด 
มูลนิธิรักษไ์ทย 
บทน า 
มูลนิธิรักษไ์ทยเป็นองคก์รมนุษยนิ์ยมซ่ึงไม่หวงัผลก าไรท่ีอุทิศเพ่ือพฒันาคุณภาพชีวติคนไทยท่ีอาศยัอยูใ่นดินแดนท่ียากไร้ 
                                                            
                                                                                      
วนัน้ี 
มูลนิธิไดพ้ยายามน าขา้วหมู่บา้นแม่คงคาเขา้สู่ตลาดทอ้งถ่ินในตลาดเกษตรกรตรงขา้มมหาวทิยาลยัเชียงใหม่และในกรุงเทพผา่น 
คนรู้จกัทางการคา้เราไดพ้บพอ่คา้คนกลางผูซ่ึ้งเป็นคนขายสินคา้ในตลาดและสินคา้บางส่วนนั้นขายเพียงช่วงปีใหม่เพ่ือเป็นของ 
ขวญั อยา่งไรก็แลว้แต ่ความพยายามนั้นไม่ไดผ้ลเท่าท่ีควร  
นอกจากน้ี บรรจุภณัฑข์องขา้วหมู่บา้นแม่คงคานั้นมีราคาสูงและท าใหสู้ญเสียผลประโยชน์ในการขายสินคา้ในราคาปัจจุบนั 
นอกจากนั้นแลว้ ราคาท่ีท าบรรจุภณัฑน้ี์ไดรั้บการช่วยเหลือจากคนรู้จกัและไม่สามารถท าตลอดไปได ้
ผลจากขอ้จ ากดันั้นท าใหอ้งคก์รควรมีแผนการตลาดท่ีช้ีใหเ้ห็นตลาดท่ีมีศกัยภาพในอนาคตและกลยทุธท่ีช่วยเพ่ิมยอดขายของขา้
ว ในหมู่บา้นแม่คงคา 
ดว้ยปัญหาต่างๆและโครงการอ่ืนๆท่ีมูลนิธิรักษไ์ทยมีส่วนเก่ียวขอ้งอยูน่ั้นท าใหท้างมูลนิธิไม่สามารถแบ่งเงินและเวลามาท า 
โครงการน้ีได ้
ทางมูลนิธิตอ้งการท่ีจะหาตลาดท่ีมีศกัยภาพท่ีขา้วจะสามารถเขา้ไปไดโ้ดยไม่จ าเป็นจะตอ้งใชเ้งินลงทุนจ านวนมาก 
มูลนิธิจึงไดติ้ดต่อเราเพ่ือน าผลการคน้ควา้ท่ีไดไ้ปเพ่ือแนะน าตลาดท่ีมีศกัยภาพและกลยทุธทางการตลาด 
พนัธกิจองคก์ร 
a. ค านิยามองคก์ร : 
จุดมุ่งหมายของมูลนิธิรักษไ์ทยคือเพ่ือช่วยใหช้าวบา้นเขา้ใจในคุณค่าของสินคา้ของพวกเขา 
เพ่ือท่ีจะสามารถอยูไ่ดภ้ายใตก้ารเปล่ียนแปลงของระบบเศรษฐกิจ ชาวบา้นและตวัขา้วตอ้งการการพฒันา 
ในอนาคต เงินก าไรท่ีคาดวา่จะไดจ้ะสามารถน ามาพฒันาชุมชนในหมู่บา้นได ้
มูลนิธิตั้งเป้าไวว้า่จะใหพ้วกเขาเขา้ใจวา่วตัถุดิบของพวกเขาสามารถน าไปขายในตลาดอ่ืนๆได ้
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b. สมรรถนะท่ีโดดเด่น: คุณลกัษณะเด่นของขา้วน้ีคือการท่ีเป็นขา้วท่ีท าดว้ยมือ 
มูลนิธิรักษไ์ทยไดพ้ยายามท่ีจะเรียนรู้ค่าใชจ่้ายท่ีมาจากสายการผลิตและเงินส่วนต่างท่ีชาวบา้นจะไดถ้า้ขายข้
าวในระหวา่งขั้นตอนการผลิตต่างๆ ไม่วา่จะเป็นขา้วเปลือกหรือท่ีกระเทาะเปลือกแลว้ 
              เอกสารเล่มน้ีใหค้  าอธิบายเก่ียวกบัแผนการตลาดท่ีมุ่งเลง็การเพ่ิมยอดขายของขา้วแม่คงคา 
ทีมของเราไดส้ร้างโปรแกรมท่ีจะเพ่ิมยอดชายของขา้วแม่คงคา โปรแกรมตวัน้ีประกอบไปดว้ยส่ีขั้นตอน: วางแผน; ปฎิบติั; 
วเิคราะห์; ปรับโครงสร้างใหม่ รูปดา้นล่างคือส่ีขั้นตอนหลกั 
 
 ในการท่ีจะด าเนินการแผนน้ี ผลิตภณัฑปั์จจุบนัจ าเป็นท่ีจะตอ้งประเมิน เราไดส้ร้าง 4 เป้าหมายหลกั 
ท่ีจะใชด้ าเนินการในการเพ่ิมยอดขายของขา้ว เป้าหมายเหล่าน้ีสามารถดูไดจ้ากตารางดา้นล่าง 
หลงัจากนั้นเราไดพ้ดูถึงค าแนะน า เพ่ิมเต่ิมใหก้บัมูลนิธิรักษไ์ทย เพ่ือท่ีจะใชใ้นการช่วยชาวบา้นแม่คงคาและเพ่ิมรายไดป้ระจ าปี 
 
 
 
 
 
 
วางแผน 
ปฏิบตั ิวิเคราะห์ 
ปรับโครงสร้างใหม่ 
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 ในการท่ีจะด าเนินการแผนนี ้ผลิตภณัฑ์ปัจจบุนัจ าเป็นท่ีจะต้องประเมิน เราได้สร้าง 4 เป้าหมายหลกั 
ท่ีจะใช้ด าเนินการในการเพ่ิมยอดขายของข้าว เป้าหมายเหลา่นีส้ามารถดไูด้จากตารางด้านลา่ง หลงัจากนัน้เราได้พดูถึงค าแนะน า เพ่ิมเต่ิมให้กับมลูนิ ิรัก์์ไทย 
เพื่อท่ีจะใช้ในการช่วยชาวบ้านแมค่งคาและเพ่ิมรายได้ประจ าปี 
                
                                  
 
                     
 
                              
 
แนะน าข้าวแมค่งคาให้กบักลุม่เป้าหมาย                                        
 
 
                                        
                                                                      
 
              
ประเมินผลของข้าวแมค่งคาในตลาดตา่งๆ 
  
                                                             
 
                                  
 
 
 
การวเิคราะห์สถานการณ์ปัจจุบนั 
สินคา้ควรท่ีจะถูกประเมินเพ่ือท่ีจะออกแบบแผนการตลาดท่ีดีส าหรับหมู่บา้นแม่คงคา 
การวเิคราะห์ตน้ทุนการผลิตจึงไดถู้กท าข้ึน 
 
 
 
 
ผลสรุปรายรับรายจ่าย 
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                       1        
       ราคา, (บาท) 
                   30 
     
(                                         ) 
3 
                       1 
          4.5 
             1 
     (20   ) 0.5 
         9.5 
     (               ) 8.33 
  ท ท     ร      บรร         า     
(  า         ) 
49.50 
  ท ท     ร      บรร         า      
(  า  ร  ท ) 
57.83 
  ท ท      (  า         ) 60 
  ท ท      (  า  ร  ท ) 80 
 
ปัจจุบนัพอ่คา้คนกลางของมูลนิธิรักษไ์ทยไดซ้ื้อขา้วแบบไม่บรรจุสุญญากาศท่ีราคา 35 บาทต่อกิโล และขายท่ี 40 
บาทต่อกิโล ซ่ึงท าใหไ้ดก้ าไร 5 บาท น้ีแสดงใหเ้ห็นวา่คนยอมท่ีจะซ้ือขา้วหมู่บา้นแม่คงคาเพ่ือท่ีจะช่วยเหลือชาวบา้น 
โดยไม่ค านึงถึงก าไรท่ีเขาจะหาได ้มูลนิธิรักษไ์ดส้นบัสนุนกองทุนรวมส าหรับทุกหมู่บา้นท่ีเขาดูแลอยู ่
กองทุนน้ีสามารถใช่ช่วยทุกหมู่บา้นท่ีรักษไ์ทยดูแลอยู ่ขณะน้ีไดช่้วยหมู่บา้นชาวกะเหร่ียงในแม่แจ่มท่ีจะขายสินคา้ของพวกเขา 
กองทุนน้ีสามารถใชไ้ดโ้ดยทุกหมู่บา้นเพ่ือท่ีจะใหช้าวบา้นมีเงินกอ้นเวลาฉุกเฉินหรือตา้งการจะซ้ือเคร่ืองมือใหม่ในการช่วยการ
ผลิตสินคา้ ในอนาคต ทางมูลนิธิไดว้างแผนท่ีจะแบ่งก าไรเป็นสามส่วนคือ ใหก้บัชาวบา้นโดยตรง 
ใหก้บัแต่ละหมู่บา้นเป็นส่วนๆ และใหก้บักองทุนร่วมของรักษไ์ทย ถา้ทีมเราสามารถเพ่ิมราคาของขา้วน้ีได ้
ชาวบา้นแม่คงคาก็จะไดร้ายไดโ้ดยตรงและทางออ้ม จนกวา่ท่ีทางมลูนิธิจะแบ่งก าไรเป็นสามส่วน 
ตอนน้ีเราก็ช่วยหมู่บา้นโดยการเพ่ิมเงินในกองทุนหมู่บา้นไปก่อน  
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การวจิารณ์สถานการณ์ของสินคา้ 
หวัขอ้น้ีจะแสดงขอ้มูลปัจจุบนัของสินคา้จากท่ีเราไดส้มัภาษณ์มูลนิธิรักษไ์ทย, ชาวบา้นหมู่บา้นแม่คงคา, และพอ่คา้คนกลาง 
ขอ้มูลภาพรวมแสดงขอ้มูลเก่ียวกบัภาพลกัษณ์และบรรจุภณัฑข์องตวัสินคา้ 
ขอ้มูลเก่ียวกบัตลาดเป้าหมายจะถูกประเมินภายหลงัในแผนและอยูบ่นพ้ืนฐานจากผลการส ารวจ 
a) การผลิต  กลุ่มสตรีของหมู่บา้นแม่คงคาสามารถผลิตขา้วซอ้มมือ 100 กิโลกรัมต่อวนั 
ขา้วท่ีน ามาต านั้นข้ึนอยูก่บัค  าร้องขอของมูลนิธิรักษไ์ทยและความตอ้งการของพอ่คา้คนกลาง 
 
b) สินคา้ มูลนิธิรักษไ์ทยช่วยเหลือชาวบา้นโดยท าบรรจุภณัฑเ์พ่ือช่วยเร่ืองการตลาด 
ดา้นล่างคือบรรจุภณัฑอ์าหารทัว่ไปเปรียบเทียบกบับรรจุภณัฑข์องขา้วแม่คงคา 
i. ช่ือ ขา้วหมู่บา้นแม่คงคานั้นไม่มีช่ือ แต่ไดท้ าการใส่ช่ือพนัธ์ุของขา้วเขา้ไปแทน 
มีขา้วอยู2่สายพนัธ์ุคือบือกิและบือกวาท่ีปลูกในหมู่บา้นและส่งใหมู้ลนิธิรักษไ์ทยขายในตลาด 
ii. โลโก ้มูลนิธิรักษไ์ทยไม่ไดอ้อกแบบโลโกใ้หต้วัสินคา้ อยา่งไรก็ตาม 
ขา้วแต่ละชนิดนั้นมีโลโกเ้ป็นของตวัเองตามรูปดา้นล่าง สีของโลโกจ้ะเปล่ียนตามพนัธ์ุขา้ว 
โลโกน้ั้นเรียบและธรรมดาแต่ไม่ดึงดูดต่อผูบ้ริโภค 
 
iii. เคร่ืองหมายการคา้ สินคา้ตวัน้ียงัไม่มีเคร่ืองหมายการคา้ส าหรับในตลาด 
ในการท่ีจะมีเคร่ืองหมายการคา้นั้นองคก์รจะตอ้งมีช่ือและโลโกก่้อน 
iv. การรับรองคุณภาพ สินคา้ตวัน้ีไม่ไดถู้กรับรองจากอย. หรือองคก์รใดๆทั้งส้ิน 
v. บรรจุภณัฑ ์บรรจุภณัฑเ์ป็นแบบถุงสุญญากาศ ซ่ึงท าใหมี้อายสิุนคา้ถึง 1 ปี อยา่งไรก็ตาม 
ดีไซน์นั้นไม่แน่นอนข้ึนอยูก่บัช่วงของปีท่ีขาย 
รูปดา้นล่างแสดงถึงดา้นหนา้และดา้นหลงับรรจุภณัฑข์า้วแม่คงคาท่ีขายเป็นของขวญัปีใหม่ 
ส่วนช่วงเวลาท่ีเหลือของปี 
ตวับรรจุภณัฑจ์ะเปล่ียนไปซ่ึงดา้นหนา้จะเป็นแบบท่ีมีขอ้มูลมากข้ึนซ่ึงแสดงอยูด่า้นล่างส่วนดา้นหลงัจะเป็น
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สต๊ิกเกอร์แสดงพนัธ์ุขา้วอยา่งเดียว 
 
 
vi. ฉลาก ดา้นหนา้ฉลากของขา้วแม่คงคาส าหรับขายช่วงปีใหม่แสดงโลโกแ้ละช้ีใหเ้ห็นวา่เป็นขา้วซอ้มมือ 
ดา้นหลงัแสดงขอ้มูลเก่ียวกบัชุมชนชาวกะเหร่ียงและความเป็นมิตรต่อส่ิงแวดลอ้มของตวัสินคา้ 
วธีิการหุงและขอ้ควรระวงันั้นมีอยูท่ี่ดา้นหลงั 
บรรจุภณัฑแ์บบปกตินั้นจะมีขอ้มูลเก่ียวกบัพนัธ์ุขา้วทอ้งถ่ินของขา้วท่ีปลูกบนพ้ืนท่ีราบสูง 
มีการบอกถึงการท าขา้วซอ้มมือซ่ึงจะบอกลูกคา้เก่ียวกบัคุณค่าทางโภชนาการท่ีสูง 
ตวับรรจุภณัฑย์งับอกวา่เป็นสินคา้ท่ีเป็นมิตรต่อส่ิงแวดลอ้มและสามารถช่วยเพ่ิมรายไดใ้หก้บัชาวกะเหร่ียง 
บรรจุภณัฑท์ั้งสองแบบนั้นเป็นภาษาไทยเท่านั้น ซ่ึงจ ากดัจ านวนผูค้นท่ีสามารถอ่านขอ้มูลเก่ียวกบัสินคา้ได ้
รวมไปถึงไม่มีการเขียนขอ้มูลทางโภชนาการหรือวนัหมดอายบุนตวับรรจุภณัฑอี์กดว้ย 
vii. ราคา ปัจจุบนัราคาของขา้วท่ีขายท่ีตลาดเกษตรกรในเชียงใหม่อยูท่ี่ 35 บาท 
ราคาส าหรับบรรจุภณัฑสุ์ญญากาศท่ีขายส่วนใหญ่อยูท่ี่กรุงเทพฯอยูท่ี่ 80 บาท 
ราคาน้ีรวมถึงตน้ทุนการผลิต, ด าเนินการ, และบรรจุภณัฑ ์ 
 
จุดดอ้ยในยอดขาย 
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a) การผลิต:                            1500 กิโล ต่อปี 
ขา้วนั้นถูกเตรียมตามการสัง่ซ้ือจากมูลนิธิรักษไ์ทยและ ความจ าเป็นของพอ่คา้คนกลาง ในปีท่ีผา่นมา 
พอ่คา้คนกลางไดส้ัง่เป็นปริมาณมากแต่ชาวบา้นไม่สามารถผลิตใหไ้ด ้ตามตอ้งการ 
น่ีเลยแสดงใหเ้ห็นวา่การเพ่ิมประสิทธิภาพในการผลิตเป็นเร่ืองจ าเป็นในการท่ีจะเพ่ิมรายไดใ้หก้บัชาวบา้น 
การวเิคราะห์ SWOT 
เราไดท้ าการวเิคราะห์จุดเด่น, จุดอ่อน, โอกาส, และอุปสรรคของขา้วหมู่บา้นแม่คงคาในตลาด ขอ้มูลต่างๆถูกแสดงดา้นล่าง: 
 
a) จุดเด่น 
i. ขา้วซอ้มมือ 
ii. นุ่มกวา่และเหนียวกวา่ขา้วกลอ้งธรรมดา 
iii. ปลูกโดยชาวกะเหร่ียง 
iv. เป็นพนัธ์ุขา้วเฉพาะของแม่แจ่ม 
v. มีคุณค่าทางอาหารมากกวา่ขา้วสวย และเป็นประเภทเดียวกนักบัขา้วกลอ้ง 
vi. กระบวนการผลิตและการขายไม่ใชแ้รงงานเด็ก 
vii. ไม่มีการแต่งเติมพนัธุกรรม 
b) จุดอ่อน 
i. รูปลกัษณ์ท่ีไม่ดึงดูดเน่ืองจากขา้วบางเมด็แตก 
ii. บรรจุภณัฑซ่ึ์งธรรมดา 
iii. ราคาสินคา้ท่ีแพงถา้เทียบกบัราคาตลาด 
iv. สินคา้ไม่มีการรับรอง 
v. ราคาตน้ทุนท่ีสูงซ่ึงจ ากดัก าไรท่ีชาวบา้นจะไดรั้บ 
vi. ขา้วมีอายท่ีุสั้นถา้ไม่ปิดถุงสุญญากาศ 
vii. มีผูค้า้ส่งเพียงท่ีเดียว 
 
c) โอกาส 
i. คู่แข่งไม่ไดมี้การแสดงเร่ืองราวเก่ียวกบัชาวนาผูป้ลูกขา้ว 
ii. ตลาดของคนรักสุขภาพก าลงัโตข้ึน 
iii. มีความเป็นไปไดท่ี้จะมีตลาดใหม่ในกรุงเทพฯและเชียงใหม่ 
d) อุปสรรค 
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i. ผลผลิตขา้วท่ีไดน้ั้นต ่าและจ านวนท่ีสามารถน าเขา้ตลาดไดน้ั้นจ ากดั 
ii. คู่แข่งรายใหม่ของขา้วซอ้มมือในอนาคตอาจมีเพ่ิมข้ึน 
iii. โครงการหลวงผลิตสินคา้ประเภทเดียวกนัดว้ยราคาท่ีถูกกวา่ 
 
เป้าหมายท่ี 1:                                    
 
                                                                                       
                                                             
                                                                                       
                                               
 
o                 :                                          
                                                                                 
                                                                
                                       “         ” 
                                                                
o                                                    : 
                                         (Entrepreneur Media 
Incorporation, 2014)                           
                                                                           3 
                            ,                       ,  
                             
o                                        (Entrepreneur Media Incorporation, 
2014)                                                           
                                                                        
                                                 20                          
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   า  า ท  2: แนะน าขา้วแม่คงคาใหก้บักลุ่มเป้าหมาย 
        ในการท่ีจะเพ่ิมยอดขายของขา้วแม่คงคา ขา้วควรท่ีจะถูกเปิดในตลาดใหม่ๆ ซ่ึงจะท าใหจ้ านวนลูกคา้ท่ีเห็นสินคา้เพ่ิมข้ึน 
ในการท่ีจะท าแบบน้ีได ้กลุ่มเป็นหมายท่ีเป็นไปไดค้วรท่ีจะตอ้งถูกหา รวมไปถึงแผนท่ีจะแนะน าใหก้ลุ่มเหล่าน้ี 
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เราไดพ้บกลุ่มเป้าหมายสามกลุ่มดว้ยกนั ซ่ึงเราไดห้าขอ้มูลเพ่ิมเติมวา่จะเจอะแต่ละกลุ่มดว้ยวธีิใด 
เรายงัไดใ้หเ้วลาท่ีเหมาะสมกบัทางรักษไ์ทยท่ีจะด าเนินแผนการตลาดน้ีดว้ย 
ตลาดผูบ้ริโภคท่ีมีความเป็นไปได ้
พอ่คา้คนกลางไดใ้หข้อ้มูลเก่ียวกบัตลาดผูบ้ริโภคในเชียงใหม่และใหผ้ลตอบรับท่ีช่วยในการบ่งช้ีเป้าหมายกลุ่มอ่ืน 
ขอ้มูลดา้นล่างคือกลุ่มเป้าหมายท่ีคาดวา่เหมาะสมท่ีสุดของขา้วแม่คงคา 
c. การระบุกลุ่มเป้าหมาย: กลุ่มเป้าหมาย 3 กลุ่มประกอบดว้ย กลุ่มคนรักสุขภาพ, กลุ่มคนญ่ีปุ่น, 
และนกัท่องเท่ียว 
กลุ่มเป้าหมายเหล่าน้ีถูกระบุโดยการประเมินจากการขายขา้วหมู่บา้นแม่คงคาในปัจจุบนัและการท าแบบส าร
วจของกรุงเทพและเชียงใหม่ ดา้นล่างเป็นความตอ้งการของกลุ่มลูกคา้แต่ละกลุ่ม 
d. ลกัษณะความตอ้งการของกลุ่มลูกคา้ 
 
1. กลุ่มคนรักสุขภาพ: ตลาดคนรักสุขภาพนั้นรวมกลุ่มคนท่ีตอ้งการใชชี้วติอยา่งสุขภาพดี 
กลุ่มชายและหญิงอายรุะหวา่ง 25 ถึง 65 
ปีนั้นค านึงถึงสุขภาพและการบริโภคคาร์โบไฮเดรตต่อวนัของพวกเขานั้นก็รวมอยูด่ว้ย 
คนประเภทน้ีมกัจะมีการศึกษาสูงและเป็นกลุ่มคนระหวา่งชนชั้นกลางถึงชั้นสูง 
คนกลุ่มน้ีนั้นรับประทานอาหารสุขภาพเป็นประจ า 
พวกเขาจึงอ่านฉลากสินคา้เก่ียวกบัคุณค่าทางโภชนาการ จากผลส ารวจ 
การตดัสินใจท่ีมีผลต่อการเลือกซ้ือของพวกเขานั้นมี: 
 ความส าคญัของขา้วในแต่ละม้ืออาหารของคนไทย 
 คุณค่าทางโภชนาการ 
 วธีิการท าท่ีแสดงบนบรรจุภณัฑ ์
 
 
 
 
2. คนญ่ีปุ่นท่ีอาศยัในประเทศไทย: 
กลุ่มตลาดน้ีประกอบอยูห่ลกัๆคือกลุ่มครอบครัวคนญ่ีปุ่นจ านวนมากซ่ึงแสดงถึงความมัน่คงทาง
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เศรษฐกิจ 
ผูบ้ริโภคกลุ่มน้ีพิเศษตรงท่ีพวกเขาบอกวา่เน้ือผิวของขา้วหมู่บา้นแม่คงคานั้นคลา้ยคลึงกบัพนัธ์ุ
อุริมาจิท่ีพบท่ีญ่ีปุ่น จากผลส ารวจ องคป์ระกอบท่ีมีผลต่อการเลือกซ้ือของพวกเขานั้นมี: 
 เร่ืองราวของชาวบา้นในหมู่บา้นแม่คงคา 
 เน้ือผิวและลกัษณะของขา้วท่ีคลา้ยคลึงกบัขา้วของญ่ีปุ่น 
 บรรจุภณัฑข์องขา้ว 
 
3. นกัท่องเท่ียว: ตลาดกลุ่มน้ีตอ้งการลองสินคา้ต่างๆท่ีผลิตท่ีประเทศไทย 
ตลาดกลุ่มน้ีมกัจะประกอบดว้ยคนเอเชีย, ยโุรป, และตะวนัตกอายปุระมาณ 20 ถึง 50 ปี 
กลุ่มลูกคา้กลุ่มน้ีตอ้งการท่ีจะลองม้ืออาหารแบบไทย จากผลส ารวจ 
องคป์ระกอบท่ีมีผลต่อการเลือกซ้ือของพวกเขานั้นมี: 
 ราคาของสินคา้ 
 รสชาติของสินคา้ 
 วสัดุท่ีอนุรักษธ์รรมชาติ 
 
 
 
 
การวเิคราะห์ตลาดเป้าหมาย 
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ปี 
นักท่องเที่ยวในประเทศไทย 
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      เราไดพ้บส่ีตลาดท่ีมีความเป็นไปไดว้า่กลุ่มเป้าหมายเราจะไปคือ:               K-Village         ; 
    นิฮอนมาชิในกรุงเทพ: ตลาดสดตน้พยอมในเชียงใหม่; ร้านอาหารในเชียงใหม่และกรุงเทพ 
เราจะประเมินสถานท่ีเหล่าน้ีและระบุวา่ตลาดไหนคือตลาดเป้าหมายของขา้วแม่คงคา 
              K-Village         : ท่ี              K-Village 
ทีมเราไดพ้บวา่สินคา้ท่ีน้ีเหมือนกบัขา้วจากแม่คงคา ท่ีน่ีมีขา้วบรรจุแบบสูญญากาศขายตามร้านคา้ต่างๆ; ขา้ว Jasberry 
และ Happy Health Club สองแบรนดน้ี์ ขายขา้วแบบหน่ึงกิโลอยูท่ี่ 160 และ 110 บาทตามล าดบั 
ราคาขา้วเหล่าน้ีเป็นราคาท่ีขา้วแม่คงคาสามารถขายไดถ้า้ท าการตลาด ไดสู้ส้ี ทั้งสองร้านน้ี 
ไดใ้หแ้ผน่พบัท่ีมีขอ้มูลเก่ียวกบัจุดเด่นทางการตลาดเช่น ขอ้มูลทางโภชนาการ และใบรับรอง ยิง่ไปกวา่นั้น 
ตลาดน้ีนั้นถูกจดัข้ึนเพียงเดือนละคร้ัง จึงท าใหเ้ป็นการไดเ้ปรียบตอ่สินคา้ น่ีก็เป็นเพราะวา่ 
เน่ืองจากก าลงัการผลิตของหมู่บา้นนอ้ย มาก จึงท าใหลู้กคา้ท่ีมีเดือนละคร้ังเป็นประโยชน์ โดยรวม              K-
Village จึงเป็นตลาดเป้าหมายของขา้วเรา 
    นิฮอนมาชิในกรุงเทพ:     นิฮอนมาชิไม่ตรงกบัคุณสมบติัท่ีเหมาะส าหรับการเปิดตลาดส าหรับขา้วแม่คงคา 
    นิฮอนมาชิเตม็ไปดว้ยร้านคา้เอกชน 
จึงเป็นส่ิงจ าเป็นท่ีจะตอ้งใหเ้จา้ของร้านคา้ตกลงยนิยอมใหข้ายขา้วในร้านคา้ของพวกเขา จากผลการวจิยัของเรา 
ในขณะท่ีสมัภาษณ์เจา้ของร้านอาหาร เราไดรู้้วา่มนัเป็นเร่ืองท่ียากมาก ท่ีจะเขา้ตลาดท่ีมีขนาดใหญ่ 
โดยไม่มีการรู้จกัเจา้ของเป็นการส่วนดวั มูลนิธิรักษไ์ทยจึงตอ้งมีคนรู้จกัอยูแ่ลว้ท่ีจะขายขา้วท่ีนัน่ ทีมงานจึงระบุวา่ 
    นิฮอนมาชิไม่มีศกัยภาพพอส าหรับขา้วแม่คงคา แต่เน่ืองจาก    นิฮอนมาชิอยูใ่นบริเวณใกลเ้คียงกบั K-Village 
ตลาดสองท่ีน้ีอาจจะแบ่งส่วนของลูกคา้เดียวกนั ซ่ึงจะเป็นประโยชน์ส าหรับการขายขา้ว เพราะลูกคา้ท่ี    นิฮอนมาชิ 
อาจจะซ้ือขา้ว 
ตลาดสดตน้พยอมในเชียงใหม่: ตลาดตน้พยอมสามารถระบุคุณลกัษณะเด่นในการท่ีตลาดน้ีเป็นตลาดสดกลางแจง้ 
ทีมเราไดส้งัเกตเห็นวา่ ขา้วท่ีขายท่ีน่ี มีทั้งในถงัเปิด และ หุงสุกโดยผูข้าย ในการท่ีจะขายขา้วท่ีน้ีนั้น 
ผูข้ายอาจจะตอ้งเปล่ียนวธีิขายขา้วใหต้รงกบัตลาด โดยการขายขา้วแบบหุงสุก หรือขายโดยไม่ตอ้งมีบรรจุภณัฑ ์
โดยรวมทีมเราระบุวา่ตลาดตน้พยอม เป็นท่ีสามารถเปิดตลาดส าหรับขา้วแม่คงคาได ้
ร้านอาหารในเชียงใหม่: 
ก าไรประมาณคร่ึงหน่ึงของ                          มา                   สามส่วนของ   
                 ท่ี       นั้น                      ยอม                                             
           แลยท าใหก้ารเปิดตลาดของขา้วแม่คงคาใหก้บันกัท่องเท่ียวเป็นไปได ้                           
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             จะมีท่ีซ้ือขา้วเป็นประจ าอยูแ่ลว้ และคงไม่สนใจซ้ือขา้วของเรา 
แต่ร้านอ่ืนๆคงจะสนใจเพราะวา่เขาอยากช่วยชาวบา้น              ท่ีจะเลง็        ไปท่ี                  
                                            เร่ือง                                          
        เปิดใหม่                       ยงัไม่มีแหล่งซ้ือขา้วประจ า          ท่ีหน่ึง          Brown Rice 
ซ่ึง   ไดไ้ม่นาน          และมี       บริการท่ีร้าน       ร้านอาหารน้ีไดม้อบโอกาศใหก้บัมูลนิธิรักษืไทยท่ีจะเป็น 
ลูกคา้ประจ า ซ่ึงจะท าใหต้น้ทุนลดลงเพราะไม่ตอ้งใชบ้รรจุภรณ์หรูหรา 
ขอ้มูลการติดต่อตลาด 
เราจะแสดงขอ้มูลการติดต่อและขอ้มูลโดยรวมของแต่ละตลาดท่ีมีศกัยภาพเพ่ือท่ีน าขา้วแม่คงคาเขา้สูต้ลาดพวกน้ี 
ตลาดเกษตรกรท่ี K-Village 
K-Village เป็นศูนยก์ารคา้ชุมชุนท่ีประกอบดว้ยร้านอาหาร, ขายเส้ือผา้, ความงาน, และอ่ืนๆ 
ทุกเดือนจะมีงานตลาดเกษตรกรจ านวน 2 วนัท่ีมีสินคา้โฮมเมด, สินคา้อินทรีย,์ และสินคา้ตามธรรมชาติมาขาย 
ขอ้ดอ้ยของตลาดน้ีคือความตอ้งการพอ่คา้คนกลางในการขายสินคา้ อยา่งไรก็ตามแต่ 
ทางเลือกน้ีควรจะน ามาพิจารณาเป็นอยา่งยิง่เพราะตลาดน้ีดึงดูดกลุ่มลูกคา้ทั้ง 3 กลุ่มท่ีตอ้งการ  
ท่ีอยู:่ 
93, 95 สุขมุวทิ 26, 
คลองตนั, คลองเตย, 10110 
กรุงเทพ, ประเทศไทย 
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Website: 
www.kvillagebangkok.com 
ขอ้มูลติดต่อ: 
โทร 02-258-9919-21 
E-mail: info@kvillagebangkok.com 
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ตลาดตน้พยอม 
ตลาดน้ีเป็นตลาดสดในเชียงใหม่ท่ีมีศกัยภาพในการขายขา้วแม่คงคา 
ตลาดน้ีเป็นตลาดท่ีคนทอ้งถ่ินเขา้มาจ่ายตลาดทุกวนัเป็นจ านวนมากเพ่ือซ้ือขา้ว, ผกั, ผลไม,้ ฯลฯ 
ผูจ้ดัการของตลาดน้ีไดใ้หส้มัภาษณ์และแนะน าวา่ขา้วแม่คงคาสามารถน ามาขายและประสบผลส าเร็จไดเ้พราะขา้วกลอ้งนั้นเพ่ิม
ข้ึนในปีน้ี อยา่งไรก็ตาม ขอ้ดอ้ยของตลาดน้ีคือยงัตอ้งการพอ่คา้คนกลางในการขายขา้วอยูทุ่กวนั 
ขอ้มูลแสดงใหเ้ห็นส่ืออินเตอร์เน็ตไม่ไดใ้ชอ้ยา่งแพร่หลายในตลาดน้ีเท่ากบัตลาดเกษตรกรใน K-Village 
แผน่พบันั้นอาจดูส าคญักวา่ส่ือทางอินเตอร์เน็ตในการท าการตลาดท่ีน่ีเพราะผูบ้ริโภคท่ีน่ีไม่ใช ้Facebook หรือ 
Youtube หรือใชแ้ต่ไม่บ่อย 
 
ท่ีอยู:่ 
อ าเภอเมืองเชียงใหม่, 
เชียงใหม่, ประเทศไทย 
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ไม่สามารถหาขอ้มูลเพ่ิมเต่ิมส าหรับตลาดน้ีได ้ถา้มูลนิธิรักษไ์ทยมีความสนใจ ทางมูลนิธิสามารถติดต่อผูจ้ดัการของตลาดได ้
ร้านอาหาร The Riverside Bar & Restaurant 
ทางทีมมองวา่ร้าน The Riverside Bar & Restaurant 
เป็นร้านท่ีมีศกัยภาพในการโปรโมตขา้วดว้ยความท่ีร้านมีช่ือเสียงในหมู่นกัท่องเท่ียว เมนูอาหารนั้นมีอาหารทุกประเภท 
ทั้งไทย, อาหารเหนือ, และอาหารตะวนัตก ตามช่ือร้าน 
ร้านอาหารนั้นตั้งอยูใ่กลแ้ม่น ้ าปิงและววิในช่วงกลางคืนเป็นอีกหน่ึงจุดสนใจส าหรับลูกคา้ในการมาชม 
ตามท่ีผูจ้ดัการของร้านไดแ้นะน าไดว ้
ร้านอาหารน้ีเป็นอีกตวัเลือกท่ีดีเพราะวา่จะสามารถใหผู้บ้ริโภคไดล้องสินคา้ใหม่ๆท่ีช่วยพฒันาชุมชนแม่คงคา 
 
ท่ีอยู:่ 
9-11 ถนนเจริญราษฏร์ 
เชียงใหม่, ประเทศไทย 
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Website: 
www.theriversidechiangmai.com 
 
ขอ้มูลติดต่อ: 
โทร: 053-243-239 
E-mail: service@theriversidechiangmai.com 
 
 
ร้านอาหาร Brown Rice – Organic Bistro 
ร้าน Brown Rice นั้นมีช่ือเสียงมาจากอาหารมงัสวรัิติท่ีเป็นอาหารไทยและตะวนัตก 
ทางทีมคิดวา่ร้านอาหารท่ีเพ่ิงเปิดน้ีเป็นเป้าหมายส าหรับขา้วแม่คงคาในการจดัจ าหน่ายท่ีมัน่คง จากอาหารท่ีพวกเขาขาย 
ขา้วแม่คงคาสามารถน าไปเป็นส่วนหน่ึงของเมนูได ้
 
ท่ีอยู:่ 
48 ถนนชยัภูมิ, เมืองเชียงใหม่, 
เชียงใหม่, ประเทศไทย 
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ขอ้มูลติดต่อ: 
โทร 1: 086-918-8428 
โทร 2: 093-292-4688 
E-mail 1: duangvg@gmail.com 
E-mail 2: nanwarin@gmail.com 
 
 
เป้าหมายท่ี 3: ปฏิบติัตามกลยทุธ์ทางการตลาดเพื่อโปรโมตขา้วในตลาดเป้าหมาย 
 โปรแกรมของเราท าวจิยัอยูท่ี่พ้ืนท่ีกรุงเทพฯและเชียงใหม่ แผนขของเราวางอยูบ่นคอนเซป 
“ประสบการณ์ของผูบ้ริโภค” 
มนัส าคญัท่ีจะท าการตลาดขา้วโดยเป็นประสบการณ์ท่ีผูบ้ริโภคจะไดรั้บโดยซ้ือและรับประทานขา้ว 
มนัส าคญัท่ีจะใชเ้ร่ืองราวของชาวนามาท าการตลาดดว้ยความจริงท่ีวา่ขา้วทุกถุงท่ีซ้ือนั้นมีผลต่อความเป็นอยูข่องสตรีในหมู่บา้น
แม่คงคาซ่ึงสามารถน ามาเป็นจุดขายหลกัและผลประโยชน์ท่ีมีต่อสุขภาพผูบ้ริโภค ในการท่ีจะท าใหถู้กตอ้งนั้น 
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มนัจ าเป็นท่ีจะตอ้งวเิคราะห์ส่ือทางการตลาดท่ีดีท่ีสุดส าหรับกลุ่มเป้าหมายและสร้างแผนในการใชส่ื้อเหล่านั้นใหมี้ประสิทธิผล 
งานวจิยัของเราแสดงใหเ้ห็นกลุ่มคนท่ีตลาดเกษตรกรท่ี K-Village และตลาดตน้พยอมวา่นอกจากจะมีการเขา้ถึง 
nternet ทุกวนัแลว้ แต่ส่วนใหญ่ใช ้Facebook และ Youtube ทุกวนัอีกดว้ย ซ่ึงท าใหก้ารใชส่ื้อ Social 
Network นั้นมีประสิทธิผลตอ่กลุ่มเป้าหมายของเรา 
ช่อง Youtube: การสร้างช่อง Youtube จะท าใหมู้ลนิธิรักษไ์ทยสามารถท าใหค้นอ่ืนรับรู้เก่ียวกบัสินคา้ Youtube 
สามารถท าใหค้นทัว่โลกเรียนรู้เก่ียวกบัหมู่บา้นแม่คงคาและขา้วซอ้มมือ เราแนะน าใหท้ าวดีีโอทั้งภาษาไทยและองักฤษ 
หวัขอ้วดีีโอในช่องนั้นควรจะมี:  
 
ขา้วแม่คงคา 
วดีีโอควรมีขอ้มูลเก่ียวกบัตวัสินคา้ หวัขอ้ท่ีควรจะมีคือคุณค่าทางโภชนาการและประโยชน์ท่ีขา้วมีแก่ผูบ้ริโภค 
เราตั้งเป้าไวว้า่จะโปรโมตตวัแบรนดแ์ละสินคา้จากวดีีโอน้ี 
 
ชาวนาของหมู่บา้นแม่คงคา 
วดีีโอน้ีส าคญัมากเพราะหน่ึงในหลกัการของเราคือการช่วยพฒันาชาวบา้นหมู่บา้นแม่คงคา 
เราแนะน าใหถ่้ายวดีีโอน้ีท่ีหมู่บา้นแม่คงและเนน้ไปท่ีวถีิชีวติของชาวบา้น หวัขอ้ท่ีควรจะมีคือชีวติของชาวบา้น, 
ประเพณีและความเช่ือ 
เป้าหมายของวดีีโอน้ีคือการเพ่ิมความสนใจใหแ้ก่ผูบ้ริโภคในการท่ีจะเรียนรู้เก่ียวกบัชาวบา้นและชาวกะเหร่ียง 
 
การต าขา้วของหมู่บา้นแม่คงคา 
จุดเนน้ของวดีีโอน้ีคือเทคนิคท่ีชาวบา้นต าขา้ว ขอ้มูลรายละเอียดเก่ียวกบัครกกระเด่ืองควรมีในวดีีโอ 
และส าคญัท่ีวา่ตอ้งใหเ้หตุผลวา่ท าไมชาวบา้นถึงใชว้ธีิน้ีเพ่ือท่ีจะใหผู้ช้มเขา้ใจหมู่บา้นและสินคา้ 
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การปลูกขา้วไร่ 
วดีีโอควรอธิบายเก่ียวกบัความแตกต่างระหวา่งขา้วนาและขา้วไร่ 
ความพิเศษท่ีหมู่บา้นแม่คงคาปลูกขา้วบนภูเขานั้นควรจะเนน้อยูใ่นวดีีโอ ความช่วยเหลือจากผูช้  านาญเร่ืองการปลูกขา้ว, 
ชาวบา้น, และมูลนิธิรักษไ์ทยควรจะรวมอยูใ่นนั้นดว้ย 
 
สูตรอาหารพ้ืนบา้นของหมู่บา้นแม่คงคา 
สูตรอาหารจากหมู่บา้นแม่คงคาจะท าใหลู้กคา้อยากซ้ือสินคา้เพ่ือลองส่ิงใหม่ๆ 
วดีีโอควรจะเนน้ไปท่ีชาวบา้นเพือ่ท่ีลูกคา้จะไดเ้รียนรู้โดยตรงจากพวกเขา 
วดีีโอน้ีจะช่วยใหค้นรู้จกัมากข้ึนและช่วยใหแ้บรนดดู์ดีข้ึน 
 
ออกแบบแผน่พบั: แผน่พบัเป็นเคร่ืองมาทงการตลาดท่ีเพ่ิมความสนใจของผูบ้ริโภคต่อสินคา้ได ้
เคร่ืองมือน้ีจะใชน้ ามาใหค้นรู้จกัคุณภาพและความแปลกใหม่ของขา้วแม่คงคา ลูกคา้ส่วนใหญ่ในหวัขอ้ท่ี 5 
นั้นค านึงถึงคุณค่าทางโภชนาการ เพราะฉะนั้น แผน่พบัควรมีขอ้มูลทางโภชนาการท่ีส าคญัท่ีสุดเก่ียวกบัขา้วไร่ นอกจากน้ี 
คนส่วนใหญ่ท่ีท าการส ารวจสรุปวา่เขาไม่รู้จกัขา้วซอ้มมือ จึงเป็นขอ้มูลเพ่ิมเติมท่ีใส่ไปใหผู้บ้ริโภครู้ 
ดา้นล่างแสดงถึงตวัอยา่งท่ีแนะน าส าหรับแผน่พบัขา้วแม่คงคา:
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 พ้ืนท่ีวา่งในแผน่พบัสามารถใส่ขอ้มูลเหล่าน้ีได:้ 
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 ขอ้มูลเก่ียวกบัขา้วไร่ 
 วธีิหุงขา้ว 
 เร่ืองราวของหมู่บา้น 
 เร่ืองราวของชาวบา้น 1 คนและความรับผิดชอบของเธอท่ีมีต่อหมู่บา้น 
 สูตรท าอาหารเหนือท่ีโด่งดงั 
 
หนา้Facebook: 
การสร้างหนา้ followers’ page “ขา้วแม่คงคา” จะช่วยใหผู้ใ้ชง้าน Facebook 
เขา้ถึงขอ้มูลล่าสุดของขา้วแม่คงคาและสามารถส่งลิงคไ์ปถึงเพ่ือนและสมาชิกในครอบครัว 
ค าแนะน า 
 อพัเดทหนา้ของ การเพ่ิมเก่ียวกบัการพฒันาของหมู่บา้นและโปรโมชัน่ของสินคา้จะท าให ้
กลุ่มลูกคา้มองหาตวัสินคา้มากข้ึนเท่านั้น ตวัอยา่งการโพสตเ์ช่น: 
o มาดูช่ือแบรนดห์รือสินคา้ใหม่ของเรา 
o เรียนรู้รับชมวดีีโอเก่ียวกบัสมาคมสตรีของหมู่บา้นแม่คงคา 
 โพสตส่ิ์งท่ีท าใหเ้ช่ือมต่อกบัลูกคา้อยา่งนอ้ยสปัดาห์ละ 1 คร้ัง 
อธิบายวา่พวกเขาก าลงัช่วยหมู่บา้นอยา่งไรโดยการซ้ือขา้ว ตวัอยา่งเช่น: 
o การซ้ือขา้วของคุณช่วยใหค้รอบครัวน้ีมีเงินส่งลูกไปเรียนหนงัสือ ขอบคุณ 
 ลองใส่รูปหรือวดีีโอในโพสตใ์หม้ากท่ีสุด 
มนัจะช่วยถ่ายทอดความคิดไดดี้กวา่และย  ้าใหผู้บ้ริโภครับทราบวา่เขาก าลงัช่วยคนอ่ืนอยู ่
 พยายามใหช่ื้อของหนา้นั้นเก่ียวขอ้งกบัเร่ืองราว ตวัอยา่งเช่นการใส่ช่ือแบรนดข์องขา้ว 
 ใชรู้ปปกเป็นรูปของชาวบา้นหมู่บา้นแม่คงคา 
 ใชรู้ปโปรไฟลโ์ฆษณาขา้วแม่คงคา ตวัอยา่งเช่นโลโก ้
โฆษณาในนิตยสาร: 
โฆษณาในนิตยสารเป็นอีกวธีิท่ีจะใหค้วามรู้เก่ียวกบัตวัสินคา้แก่ผูบ้ริโภคท่ีอ่านนิตยสารในทุกวนั 
นิตยสารเป็นส่ือท่ีดีส าหรับคนท่ีตอ้งการสูตรอาหารท่ีใชข้า้วแม่คงคา 
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เราแนะน าใหใ้ชโ้ฆษณาในนิตยสารเม่ือยอดขายของขา้วไดเ้พ่ิมข้ึนแลว้ ตวัอยา่งสูตรอาหารท่ีสามารถใชไ้ดคื้อ “แกงขา้วเบ๊อะ” 
ซ่ึงเป็นสูตรเฉพาะของชาวกะเหร่ียงซ่ึงแสดงอยูด่า้นล่าง: 
 
สูตรแกงขา้วเบ๊อะ 
ส่วนผสม: 
 ขา้วแม่คงคา 
 เน้ือหมูและซ่ีโครง 
 หน่อไม ้
 พริก 
 เกลือและพริกไทย 
วธีิท า: 
1. เตรียมหมอ้หุงขา้ว เติมน ้ าแลว้ใส่ขา้วลงไป 
2. เม่ือน ้ าเดือด ใส่เน้ือหมูหรือซ่ีโครงหมูและหน่อไมล้งไปในหมอ้ 
3. เม่ือขา้วเร่ิมแตก ใหค้นอีกรอบ 
4. ใส่พริก, เกลือ, และพริกไทย 
 
 าร  ครา          า    า รา  
                                       K-Village                          100% 
                                                    Facebook     Youtube          
                     K-Village                                     Facebook     Youtube 
       K-Village                      
                                                          
 ท     
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วเิคราะห์เศรษฐกิจ 
วนัท่ี 1 ของแผนการตลาด 
สถานท่ี: ส านกังานมูลนิธิรักษไ์ทย 
ค าอธิบาย: 
การวเิคราะห์เศรษฐกิจของแผนการตลาดจะใหมู้ลนิธิเห็นวา่ค่าใชจ่้ายทั้งหมดมาจากไหนตั้งแต่จุดเร่ิมตน้ของแผนการตลาด 
การวเิคราะห์น้ีจะสามารถส าเร็จในเวลา 3 
เดือนและด าเนินตามแผนเพ่ือประเมินความส าเร็จของแผนและก าหนดจุดท่ีตอ้งท าใหดี้ข้ึน 
การปล่อยสินคา้ในส่ือออนไลน ์
วนัท่ี 10-30 ของแผนการตลาด 
สถานท่ี: ทัว่โลก 
ค าอธิบาย: การปล่อยขอ้มูลทางส่ือออนไลน์เป็นเคร่ืองมาการตลาดท่ีใหญ่ท่ีสุดในการโปรโมตสินคา้ เพราะฉะนั้น 
มนัจ าเป็นจะตอ้งมีการตรวจสอบอยา่งถ่ีถว้นและปรับปรุงอยา่งสม ่าเสมอ ช่อง Youtube ของขา้วแม่คงคาและหนา้ 
Facebook นั้นสามารถโปรโมตในครอบครัวและเพ่ือนและส่งต่อกนัปากต่อปาก  
การแถลงข่าว 
วนัท่ี 40 ของแผนการตลาด 
สถานท่ี: ก าหนดในภายหลงั 
ค าอธิบาย: การแถลงข่าวนั้นไม่จ าเป็นแต่มนัสามารถใหข้อ้มูลในตลาดไดเ้พราะการแถลงนั้นสามารถดึงความสนใจจากส่ือเช่น 
โทรทศัน,์ นิตยสาร, และหนงัสือพิมพ ์ถา้การแถลงข่าวนั้นมีการจดัข้ึน 
ตวัสินคา้ควรจะถูกน าเสนอโดยอธิบายเก่ียวกบัประเพณีของชาวบา้นหมู่บา้นแม่คงคาและเร่ืองขา้วซอ้มมือ 
สมาชิกของกลุ่มสตรีหมู่บา้นแม่คงคาก็ควรจะไปอธิบายสินคา้และกระบวนการจากมุมมองของเธอ 
ชาวบา้นควรมีการพดูคุยเร่ืองลกัษณะเฉพาะท่ีน่าสนใจโดยยดึหลกั 8 ขอ้เป็นหลกั 
การช่วยเหลือจากกรมการท่องเท่ียวและกระทรวงวฒันธรรมจะสามารถช่วยโปรโมตสินคา้ในร้านอาหารใกลเ้คียงทัว่ประเทศได้
อีกดว้ย ทา้ยท่ีสุด แขกผูรั้บเชิญควรจะมีนกัข่าว, บรรณาธิการ, 
ตวัแทนจากร้านอาหารท่ีขายขา้วอยูร่วมไปถึงตวัแทนบริษทัท่ีสามารถมาเป็นคูค่า้ท่ีมัน่คงมาดว้ย 
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การสมัภาษณ์จากหนงัสือพิมพ ์
วนัท่ี 50 ของแผนการตลาด 
ค าอธิบาย: ไดรั้บการสมัภาษณ์จากหนงัสือพิมพท่ี์มีช่ือเสียงของกรุงเทพฯและเชียใหม่ เช่น Bangkok Post 
เพ่ือใหค้นรู้จกัมากข้ึนในตลาด 
การสมัภาษณ์จากหนงัสือพิมพค์วรมุ่งเนน้ไปท่ีวา่กลุ่มคนในหมู่บา้นแม่คงคาคือใครและสินคา้เขาดีอยา่งไรบา้งเช่นคุณค่าทางโภ
ชนาการหรือรสชาติท่ีแปลกใหม่ 
โฆษณาในนิตยสาร 
เดือนท่ี 9 ของแผนการตลาด 
ค าอธิบาย: 
การใส่โฆษณาในนิตยสารท่ีเก่ียวกบัสุขภาพหรือการท าอาหารจะท าใหสิ้นคา้ไดไ้ปถึงหูของกลุ่มลูกคา้ท่ีไม่เดินทางบ่อยแต่ตอ้งก
ารท่ีจะส่ิงใหม่ๆ แผนการโฆษณาควรจะท าประมาณท่ีกิจการผา่นไป 1 ปี 
ถา้ทางมูลนิธิยงัเช่ือวา่ยงัเป็นประโยชน์ท่ีจะขยายตลาด 
ส่ือทางการตลาดน้ีถือเป็นความเส่ียงท่ีสูงดว้ยตน้ทุนท่ีจะลงโฆษณาในนิตยสาร 
อยา่งไรก็แลว้แต่จะสามารถใหร้ายไดจ้ านวนมากถา้ส าเร็จ 
เป้าหมายท่ี 4: ประเมินความส าเร็จของขา้วแม่คงคาในตลาดต่างๆ 
กลยทุธ์เหล่าน้ีจะถูกสร้างข้ึนเพ่ือประเมินแผนการตลาดหลงัจากผา่นไป 3 เดือน 
มนัจ าเป็นท่ีจะตอ้งควบคุมและวดัความส าเร็จของเป้าหมายในแผนน้ีเพ่ือช่วยชาวบา้นหมู่บา้นแม่คงคาเพ่ือใหพ้วกเขาสามารถยดื
หยดัไดด้ว้ยตนเอง ในหวัขอ้น้ี แผนการประเมินเป้าหมาย 3 เป้าหมายแรกแสดงอยูด่า้นล่าง     
เป้าหมายท่ี 1: ใน 3 เดือน การท่ีจะวเิคราะห์เก่ียวกบัภาพลกัษณ์และมุมมองใหม่ของลูกคา้ต่อขา้วแม่คงคา 
มูลนิธิรักษไ์ทยจ าเป็นท่ีจะตอ้งท าแบบสอบถามท่ีประเมินเก่ียวกบับรรจุภณัฑแ์บบใหม่ 
แบบสอบถามน้ีจะมีค าถามเก่ียวกบัโลโก,้ สี, ขนาด, และขอ้มูลบนบรรจุภณัฑ ์เราแนะน าใหท้างมลูนิธิท าแบบสอบถาม 3 
สถานท่ีไดแ้ก่ หา้งสรรพสินคา้ในกรุงเทพฯ, ตลาดเกษตรกรในเชียงใหม่และกรุงเทพ 
เหตผุลท่ีเลือกสถานท่ีน้ีเพราะการวเิคราะห์ตลาดของเราไดท้ าท่ีน่ี หลงัจากท่ีส ารวจแลว้ 
ควรท าการวเิคราะห์เชิงลึกและประเมินโดยนกัการตลาดมืออาชีพ 
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เป้าหมายท่ี 2 และ 3:                                                    
                                                                     Excel 
                                                       ,      ,           ,     ,              
                                       
                                                                                            
                                                                                                 
                                                                    Facebook     Youtube 
                                                                                       
 ปรับโครงสร้างใหม่ 
เราแนะน าใหมู้ลนิธิรักษไ์ทยจา้งบริษทัท าการตลาดมืออาชีพท่ีจะสามารถปรับปรุงเทคนิคทางการตลาดหลงัจากการประเมิ
นคร้ังก่อนหนา้น้ี บริษทัท าการตลาดจะประเมินสถานการณ์ปัจจุบนัและพฒันาวธีิใหม่ 
ถา้ไม่มีความจ าเป็นท่ีจะตอ้งปรับปรุงเทคนิคทางการตลาด แผนควรจะด าเนินต่อไปเป็นเวลา 6 
เดือนและการวเิคราะห์ควรจะท าต่อไปในอนาคต 
แผนการตลาดสามารถน าไปใชเ้ป็นหลกัพ้ืนฐานส าหรับสินคา้ตวัอ่ืนท่ีมูลนิธิรักษไ์ทยดูแลอยูไ่ด ้หลกัการวางแผน, ปฏิบติั, 
วเิคราะห์, และปรับโครงสร้างใหม่นั้นสามารถน ามาใชท้ั้งการแนะน าสินคา้สู่ตลาดและการเพ่ิมยอดขาย 
ค าแนะน าเพ่ิมเติม 
ในหวัขอ้น้ีเราไดเ้สนอขอ้เสนอแนะอ่ืนๆใหมู้ลนิธิรักษไ์ทยเพื่อท่ีจะน าไปพิจารณาเพื่อปรับปรุงยอดขายของสินคา้ 
โปรแกรมการใหค้วามรู้ 
 เราแนะน าเป็นอยา่งสูงวา่ใหมู้ลนิธิรักษไ์ทยเขา้ไปใหค้วามรู้แก่ชาวบา้นหมู่บา้นแม่คงคาเพ่ือใหต้ระหนกัถึงความส าคญั
ของการเพ่ิมผลผลิต วธีิหลกัท่ีชาวบา้นจะไดร้ายไดเ้พ่ิมจากขา้วคือการผลิตท่ีเพ่ิมมากข้ึน หลกัจากท่ีท าการตลาดส าเร็จแลว้ 
ยอดขายขา้วแม่คงคาคาดวา่จะเพ่ิมข้ึนและสามารถบรรลุเป้าหมายของมูลนิธิรักษไ์ทยคือการแจกจ่ายก าไรได ้อยา่งไรก็ตาม 
การเพ่ิมยอดขายอยา่งเดียวไม่สามารถกระตุน้ใหเ้ชาวบา้นพ่ิมผลผลิตขา้วได ้
เพราะฉะนั้นแผนในอนาคตของมูลนิธิรักษไ์ทยเร่ืองการแบ่งก าไรควรจะแบ่งก าไรท่ีมากข้ึนกลบัไปใหห้มู่บา้น 
หลงัจากท่ีชาวบา้นมีรายรับมากข้ึนจากการท าการตลาดท่ีประสบผลส าเร็จแลว้ 
มนัจะสามารถช่วยเพ่ิมความมัน่ใจใหแ้ก่กลุ่มสตรีในปัจจุบนัรวมไปถึงดึงดูดใหค้นมาสมคัรเป็นสมาชิกเพ่ิมอีกดว้ย 
ใบรับรองคุณภาพ 
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 เราแนะน าใหมู้ลนิธิรักษไ์ทยท างานร่วมกบัชาวบา้นเพ่ือหาใบรับรองคุณภาพท่ีสามารถช่วยเพ่ิมก าไรใหสิ้นคา้ 
การท่ีจะไดใ้บรับรองนั้น ไม่เพียงแค่ชาวบา้นจะท าคุณภาพสินคา้ใหดี้ข้ึน แต่จะสามารถเพ่ิมราคาและตอ้งคดัคุณภาพเพ่ิมอีกดว้ย 
ตวัอยา่งของการรับรองคุณภาพท่ีสามารถไดรั้บคือ: 
 Leaf Marque: เป็นฉลากท่ีพบเห็นทัว่โลกและสามารถใชไ้ดใ้นประเทศไทย (Leaf Marque, 2013) 
โดยการใชฉ้ลากน้ี สมาชิกจะยดึค ามัน่สญัญาวา่จะผลิตสินคา้อยา่งเป็นมิตรต่อส่ิงแวดลอ้ม 
 Fairtrade: 
เป็นฉลากท่ีรับรองวา่ธุรกิจขนาดเลก็และชาวนานั้นมีการท าการคา้อยา่งยติุธรรมจากผูข้ายและพอ่คา้คนกลาง 
และยงัผา่นนโยบายนานาชาติเก่ียวกบัสงัคมและส่ิงแวดลอ้มอีกดว้ย (Fair Trade International, 
2011b) ส าหรับผูบ้ริโภค 
มนัหมายถึงวา่พวกเขาก าลงัซ้ือสินคา้ท่ีผลิตและแลกเปล่ียนอยา่งเป็นธรรมส าหรับทุกหน่วยงานท่ีเก่ียวขอ้งและเงินของ
เขานั้นไดช่้วยผูย้ากไร้ในประเทศท่ีก าลงัพฒันาโดยตรง (EcoLabel Index, 2014) ฉลาก Fairtrade 
นั้นมีในประเทศไทย 
 Good Agricultural Practices Standard (GAP): 
เป็นมาตรฐานส าหรับชาวนาในประเทศไทยท่ีสามารถไดรั้บการรับรอง (United Nations Office on 
Drugs and Crime, 2008) 
มาตรฐานนั้นช้ีเฉพาะเร่ืองการใชจ้ านวนยาฆ่าแมลงท่ีจ ากดัและสามารถบอกไดว้า่”ปลอดภยั” 
 Organic Standard: แตกต่างจาก GAP ตรงท่ีวา่หา้มใชย้าฆ่าแมลงบนพืชเลย (United Nations 
Office on Drugs and Crimes, 2008) 
“ปลอดยาฆ่าแมลง”สามารถเป็นเคร่ืองมือทางการตลาดท่ีดีส าหรับชาวนาเพราะเขาสามารถข้ึนราคา 20-80% 
มากกวา่สินคา้ปกติในตลาด 
การวดัคุณค่าทางโภชนาการ 
 เราแนะน าใหมู้ลนิธิรักษไ์ทยท าการวดัคุณค่าทางโภชนาการส าหรับขา้วแม่คงคา จากผลวจิยัของเรา 
เราพบกวา่ลูกคา้มองวา่คุณค่าทางโภชนาการคือหน่ึงในส่ิงส าคญัท่ีควรใส่ในบรรจุภณัฑ ์ปัจจุบนั 
แผน่พบัเราใหข้อ้มูลเก่ียวกบัคุณคา่ทางโภชนาการทัว่ไปของขา้วกลอ้งท่ีผลิตจากขา้วไร่ อยา่งไรก็ตามแต่ 
ขอ้มูลเฉพาะพนัธ์ุนั้นควรจะมีเพ่ือตรวจสอบขอ้มูลของเรา การวดัคุณค่าทางโภชนาการนั้นประกอบดว้ยโปรตีน, ไขมนั, 
คาร์โบไฮเดรต, แร่ธาตุ, และวติามิน 
 การวดัคุณค่าทางโภชนาการสามารถท าไดใ้นหลายๆท่ีทั้งในกรุงเทพฯและเชียงใหม่ ท่ี “Central Lab Thai” 
ก็เป็นทางเลือกท่ีพบไดใ้นทั้ง 2 จงัหวดั ราคาตกอยูท่ี่ประมาณ 12,500 บาทซ่ึงตอ้งการตวัอยา่ง 1 กิโลกรัมและใชเ้วลา 
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10-12 วนัท าการเพื่อไดผ้ล เราแนะน าเป็นอยา่งสูงส าหรับการตรวจสอบน้ี เพราะแผนการตลาดพุง่เป้าไปท่ีกลุ่มคนรักสุขภาพ 
ขอ้มูล “Central Lab Thai” แสดงอยูด่า้นล่าง: 
Central Laboratory (Thailand) Company Limited. 
50 ถนนพหลโยธิน ลาดยาว จตจุกัร กรุงเทพ 10900 
โทร 1: 02-940-6881-3 ติดต่อ 271 
โทร 2: 02-940-5993 
Website: http://www.foodsafety-lcfa.com/web/en/main/index.php 
E-mail: chollada@centrallabthai.com 
 าร   า        
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Appendix E: Production Analysis Excel Sheet  
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Appendix F: Marketing Brochure for the Mae Khong Khaa Rice  
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Appendix G: Logo for the Mae Khong Khaa Rice 
Thai Version: 
 
 
English Version: 
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Appendix H: Presentation Slides for the Village of Mae Khong Khaa 
 
Selling Activities 
• Try to sell the sweater 
• Guide them through the 4Ps (Product, Price, Place, Promotion) 
• Explained to them how this activity is related to marketing 
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What is Marketing? 
• By having more coconuts on the boat, it attracts more customer 
• How would you get people to buy your product? 
• How would you make the customer notice your product in the market? 
• Marketing involves four main things: Product, Customers, Distributors, and Exchange Rate 
 
What	is	Marke ng	?	hat is arketing? 
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Why Marketing? 
• What happen if you only produce and sell the product without any marketing practices? 
• Your product will not sell 
• No one will know about your product 
• Two things you will get from marketing are increased awareness of the product and higher sales. 
 
Why	Marke ng	?	hy Marketing  
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Let’s look back at your product. This is Mae Khong Khaa rice. What do you think about your product? Do you think 
it is marketable? 
 
Mae	Khong	Khaa	Rice	Mae Khong Khaa 
Rice 
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These are rice products available in the market. As you can see, there are many species and brands of rice. Each of 
them has its strengths and weaknesses. Can you image your product beside one of these products? Do you think 
people will choose to buy your product over the other products? If so why? 
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Let’s see how much you know about your own product. Do you know the strengths of your rice? These are the 
strengths that your rice present compared to white rice: 
• High protein 
• High fiber 
• Hand-processed 
• Contains natural oil 
• The brown rice attributes suggest that the rice may promote weight loss and reduce risk of cancer and heart 
disease 
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According to these strengths, we did some research and analysis to find out who are the target groups for your rice. 
The result shows that there are 3 main customers: health conscious people, Japanese people, and tourists. Let’s study 
more about each target group and how they think. Health conscious people love to exercise, eat healthy food, read 
nutrition labels, and get lots of sleep. 
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Japanese people are considered to be a current target population of your rice because your mountain rice has a very 
similar texture and taste to Japanese rice. In addition, Japanese people also live a healthy lifestyle and consume a 
balance diet. 
Mountain	rice	is	similar	to	Japanese	rice	
Healthy	lifestyle	
Balanced	diet	Balanced Diet 
Mountain Rice is  Similar to Japanese Rice 
He  
Lifestyle 
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The last group is tourists. Tourists love to try new things, and they are willing to try brown rice over white rice. 
They are also more willing to buy rice at a higher price in the comparison to other groups in the market. It is also in 
their behavior to be interested in knowing more about Thai culture, which in this case is about the Karen villagers. 
Love	trying	new	things	
Willing	to	pay	more	Anxious	to	know	about	Thai	
culture	
Anxious to know about 
Thai culture 
Love trying new things 
illing to pay more 
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So now that you know about each target group. What do you think these people think when they are thinking about 
buying rice product? According to research and surveys, we found that they expect a higher nutritional value 
product, natural processes, more appealing logo and informative packaging. 
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QUESTION: How would you sell the rice to these markets? 
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In order to sell this product, we need to keep the natural processes to produce the rice, use eco-friendly materials, 
promote the high nutritional value, improve packaging, and promote this rice in markets that are accessible for these 
populations. 
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We also found three potential places to distribute the rice. They include the farmer markets, local fresh markets, and 
restaurants. The farmers’ markets are considered good places to sell the rice because people who go there are the 
people who are looking for organic, fresh, and reasonable price product. We also picked local fresh markets because 
that is where most of the Thai people go for grocery shopping. The Raks Thai Foundation suggested restaurants to 
us. They mentioned that they want customers who will order the rice occasionally. Therefore, if we can get 
restaurants to order the product every month, it would be a very good customer base for the village. 
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This is the process of how your rice gets marketed. After the rice is milled, the Raks Thai Foundation collects it. The 
Raks Thai Foundation packages your rice and puts a label onto the package. The rice is then sold at a local farmers’ 
market near Chiang Mai University. Customers of your rice are mostly professors, businessmen, and Japanese 
expats. Your village receives profits from the rice that is sold.  
139 
 
 
Another thing that we also noticed in the village is that you are growing mainly cash crops. Cash crops can provide 
you with a large amount of money at the end of the year. You can use this money to purchase things like clothing, 
motorcycles, and food for consumption within the household. 
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However, we think there is a better way. If you can grow less corn and grow more rice along with other crops that 
you eat, then you don’t have to rely on anyone but yourself. Growing fewer cash crops will make you more 
economically self-sufficient and then you will not have to worry about the fluctuating price of corn every year. At 
first, you might make less money, but you will have enough to satisfy your needs since part of the money that you 
need is to buy food and that can be saved if you grow your own food. 
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Here is the big picture. In the first scenario, you grow both corn and rice at the same time. The Raks Thai 
Foundation will help you distribute the rice and increase the money in the loan system of the cooperative. While you 
grow corn, you will also receive money, but the price changes every year, so it’s up to the government and big 
corporations to determine the price you get. However, in the second scenario, you grow more rice, which gives Raks 
Thai more supply to sell. What you get is higher income to put in the loan system. Also some of the money that was 
used to buy food can be saved because now you are growing your own food. Also the price of rice has a tendency to 
increase every year. The profit from selling rice might be low at the beginning, but as time goes on if you are able to 
increase the amount of rice sold you will make more money than corn. . This is because if the marketing is going 
well, more and more people will be aware of the rice and would want to purchase it. But if there is not enough 
supply of the rice, customers might turn somewhere else. So we would want you to be working together with Raks 
Thai Foundation to increase sales of this product. 
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Appendix I: Interview with Elected Officials 
 
Interviewee: Leader of the Mae Khong Khaa Village, VP of the Mae Khong Khaa Women’s Co-
op, and Khun Tee and Khun Wisit from the Raks Thai Foundation. 
Interviewer: Warongvat Wanachaikia 
Date of interview: January 27, 2014 
Place of interview: Mae Khong Khaa Village, Mae Chaem 
A. Introductory Protocol 
By taking this interview, you will become an essential component in this investigation. We are 
seeking enhancements in the shelf life, storage and processing of rice. Before we start, we would 
like to state the following: 
1. Your confidentiality is important to us. If your responses are used in our report, your 
identity will be kept anonymous. 
2. If at any time you feel uncomfortable, please let us know. We will immediately stop the 
interview. 
3. The purpose of our research is to help rural communities become self-sustainable. Your 
responses will help us create a plan for the Raks Thai Foundation. 
4. The data being collected will be stored on a password protected computer that only the 
project team will have access to. Records of your participation in this study will be held 
confidential so far as permitted by law.  However, the study investigators, the sponsor or 
its designee and, under certain circumstances, the Worcester Polytechnic Institute 
Institutional Review Board (WPI IRB) will be able to inspect and have access to 
confidential data that identify you by name.  Any publication or presentation of the data 
will not identify you. 
Thank you for participating. We have planned this interview to cover questions about the rice 
processes and storage facilities you use in the village. Most questions will be open ended. Please 
feel free to ask for clarification if you do not understand what is being asked. If at some point 
you believe that a question should not be answered, tell us and we will explain the reasons 
behind our questions. 
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B. Questions for the Interviewee  
*Questions are in normal font and answers are italicized.  
1. What do the villagers do as their main occupation? 
Village Leader: The main occupation of the villagers are farmers, and part-time as laborers in 
the city. During the dry season, women grow and process the highland rice, which is mountain 
rice, and pack it in a box to send to Raks Thai foundation. 
2. What is the population of the Mae Khong Khaa village? 
Village Leader: The population is approximately 320 people. There are 86 households. 
3. How many members part of the Women’s Co-op that sells the rice to the Raks Thai 
Foundation? 
Village Leader: 16 members. 
4. How long have they been done on highland rice? 
Village Leader: The mountain rice has been grown for 4-5 years. 
5. Do you have any problems with the rice? 
Village Leader: If they do not have enough seed they will have to buy the seed from Mae Chaem 
The shortage of seeds is caused by pests and diseases in the rice.  
6. Do you use pesticides and fertilizers? 
Village Leader: On the mountain, pesticides are not used initially. They plant the rice and then 
check later on whether there are any pests. If there are, the villagers go to the local government 
for free pesticides. The problem with this is that it takes time for the villagers to go to the 
government with the specific type of pest or disease. The villagers do not use fertilizers on the 
mountain rice but they do use it on the paddy rice.  
7. Is it hard to grow mountain rice compared to paddy rice? 
VP of Women’s Co-op: The amount of mountain rice grown is less than paddy rice. 1 rai of 
mountain rice yields 30 buckets due to an insufficient amount of water. There is only 1 main 
source of water, which is a brook, but there are also minor brooks that are utilized when 
growing paddy rice. For mountain rice, they depend on rain for the source of water. 
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8. Can you explain how the farming system in the village works? 
Village Leader: A version of the rotational farming technique is used. This year we grow rice, 
and next year we will grow corn.   
9. What do you do with the corn you grow? 
Village Leader: The main income of the village comes from selling the corn. The problem here is 
that if the corn’s price decreases the village changes to other crops for the next year. Pesticides 
are used for corn. 
10. Is the hand-milling considered hard labor? 
VP of Women’s Co-op: It is considered hard labor, but they are used to it because they do it 
regularly. The rice is processed by order. The only buyer of the rice is the Raks Thai Foundation. 
If it was not for the Raks Thai Foundation the villagers would not be able to communicate with 
consumers. 
11. How much of the rice do the members sell? 
VP of Women’s Co-op: Farmers in the village sell their excess unhusked mountain rice to the 
women’s co-op for 11-12 baht/kg, and then sold to the Raks Thai Foundation for 30 baht/kg. 
12. How do you set the selling price in the market? 
Khun Tee: The product price is determined by assessing the other costs involved such as 
transportation and packaging. 
13. How do you think rice sales will behave this year? 
Khun Tee: The sales would increase. 
14. Did Raks Thai Foundation give you anything at the start of this project? 
Village Leader: Initially the Raks Thai Foundation gave 6000 baht to the village. They created a 
grocery store with this money, then changed it shortly after to growing mountain rice because 
the grocery store was not making any profit. The Raks Thai Foundation buys the rice and the 
profit is given to the village’s cooperative fund, which is used for borrowing money at a low 
interest rate. In the future, the goal is to have enough money in the fund to distribute it back to 
individual farmers. At first they used the system that whoever sells their excess rice gets money, 
but the fund did not increase. This is why they changed to putting the profit into the village fund 
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to be used by all members. After an order is completed, the money is received in the fund within 
2-3 months. 
15. How much money is currently in the fund? 
VP of Women’s Co-op: The overall fund is now approximately 40000 baht. 
 
16. Do you have any problems with rice storage in the village?  
Village Leader: There is no problem with storage. 
17. After the rice is milled, how long can the rice be stored before it goes bad? 
Khun Tee: If the package is not vacuum sealed, the product would last around 1-2 months. If the 
product is vacuum sealed, it could last for 1 year. The vacuum sealed package costs 70-80 baht. 
18. How much rice is lost during the milling process? 
VP of Women’s Co-op: Up to half the amount of rice is lost. 
19. Are there any cultural ideas we have to be aware of in this village?  
Khun Tee: Not in particular currently but in the previous years, Karen tribes would not sell the 
rice they grew. They only used their rice for consumption. 
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Appendix J: Group Interview with the Mae Khong Khaa Villagers 
 
Rice Processes used by Mae Khong Khaa Villagers 
Interviewee: Nine members of the Women’s Co-op group in the village 
Interviewer: Warongvat Wanachaikiat 
Date of interview: January 28, 2014 
Place of interview: Mae Khong Khaa Village, Mae Chaem 
A. Introductory Protocol 
By taking this interview, you will become an essential component in this investigation. We are 
seeking enhancements in the shelf life, storage and processing of rice. Before we start, we would 
like to state the following: 
1. Your confidentiality is important to us. If your responses are used in our report, your 
identity will be kept anonymous. 
2. If at any time you feel uncomfortable, please let us know. We will immediately stop the 
interview. 
3. The purpose of our research is to help rural communities become self-sustainable. Your 
responses will help us create a plan for the Raks Thai Foundation. 
4. The data being collected will be stored on a password protected computer that only the 
project team will have access to. Records of your participation in this study will be held 
confidential so far as permitted by law.  However, the study investigators, the sponsor or 
its designee and, under certain circumstances, the Worcester Polytechnic Institute 
Institutional Review Board (WPI IRB) will be able to inspect and have access to 
confidential data that identify you by name.  Any publication or presentation of the data 
will not identify you. 
 
Thank you for participating. We have planned this interview to cover questions about the rice 
processes and storage facilities you use in the village. Most questions will be open ended. Please 
feel free to ask for clarification if you do not understand what is being asked. If at some point 
you believe that a question should not be answered, tell us and we will explain the reasons 
behind our questions. 
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B. Introduction 
You have been selected to be part of our study because you have been acknowledged for your 
potential to provide us with useful information about the shelf life, storage and processing of rice 
in your village. Our goal for our project is to help both you and the Raks Thai Foundation 
complete your objectives.  
C. Questions for the Interviewee  
*Questions are in normal font and answers are italicized.  
STORAGE AND DRYING 
1. Can you describe the storage practices the village uses? 
The storage facilities are prepared and cleaned up. The floor is covered with sack material and 
if there is no sack, we use mattresses that are made from bamboo tree. The rice husk is then put 
on top of the matt. 
2. Do you mix anything with the grains? 
Currently, we don’t add anything to it. But in the past, the villagers add a vegetable (can’t 
remember the name) into the rice storage to preserve the rice. We don’t do it anymore because 
the vegetable is hard to find.  
3. Can you describe the drying practices the village uses for the rice? 
In order to dry the rice, a bamboo mattress or canvas is put on the ground. The rice is then 
spread over the mattress and dried in the sun prior to hand processing. Before the rice is 
harvested, it is left in the field to be dried. After that, the rice is smashed to the ground to take 
out the grain. 
4. Could your seed drying techniques be improved upon? If yes, how? 
There is another way the rice is dried which is done mostly during the rainy season. The 
villagers build fire and dry the rice on top of the fire. 
5. Approximately how long do you think the rice can be stored before it goes bad? Why? 
The rice can be stored unprocessed for 2 years but usually it is stored for 1 year. 
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6. What would you identify as strengths of your rice storage method? 
The storage place is not inside the house or close to the house. The place is isolated outside. 
Since the place is high above the ground, rats and birds cannot get in. Also, the wall of 
the storage is made from wood. The wall is not completely sealed so that wind and air can flow 
into the storage place.   
7. Have there been problems with storage in the past? 
In the past, the roof was cover with grass (Imperata cylindrica). When it rained, there would be 
fungus growing the storage place. Now this does not happen because the villagers use a roof that 
is made from zinc.  
POST-HARVEST PROCESSES:  
8. Can you explain the post-harvest processes used by the village? 
Before harvesting the rice, it is left in the sun to dry for a while. After that, the rice plant is 
smashed against the ground to take out the grain. If the rice is still not dry, it is dried in the sun 
again. The rice grain is then separated from the husk through a manual milling process, where a 
pestle smashes the rice in a mortar. The husk is then removed from the pile of rice through 
winnowing, when the farmers sift the rice. In the past, the villagers used mud and cow waste to 
cover the floor and dry the rice. Some villagers are superstitious about when they collect the 
rice, so they have to find a proper date for this process. Also, the old rice has to be separated 
before new rice can be stored. If the rice is milled using a machine, the rice doesn’t have to be 
dried, but if the rice is going to be hand milled, the rice has to be dried so that it is easy to 
smash. This is because the husk falls off from the grain easily so that the grain won’t be 
damaged. 
A problem that they encountered was the climate change during December. During the harvest 
season, it doesn’t stop raining and this causes new rice to grow which doesn’t taste good. This 
has been happening over the past 4-5 years. 
RICE CHARACTERISTICS 
1. Describe mountain and paddy rice and your preferences. Why do you prefer one over the 
other? 
Mountain rice is more delicious, softer, stickier, and sweeter compared to paddy rice. Paddy rice 
tastes plain. Some paddy rice farmers prefer paddy rice because is not as sticky as mountain 
rice. 
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2. How much mountain rice do you sell? 
The village sells 80% of their mountain rice. 
3. What are some unique characteristics of your rice? Are there any good selling points? 
Mountain rice smells better, and is stickier and softer. The marketable characteristics of 
mountain rice are that it is softer and sweeter when cooked. The rice also does not use fertilizers.  
The rice sold is hand-processed, compared to other village’s rice that is milled using machines. 
We are unable to identify unique characteristics of paddy rice, as it is similar to rice in the 
market. 
4. What are your favorite types of rice grown and how much of it do you grow? 
Here are the types of rice we grow in order of preference: Bue Taboh, Bue Ki, and Bue Wa. Bue 
Taboh and Bue Ki are types of mountain rice. Bue Wa is paddy rice. We grow 70% Bue Taboh, 
10% Bue Ki, and 20% Bue Taboh. 
5. Where do you get the seed from? 
The seed is a local species that has been passed down through many generations in the village.  
6. If Bue Taboh is the favored rice, why aren’t all households producing this type of rice? 
Some villagers can’t grow Bue Taboh, mountain rice, because their plots of land for production 
do not support that species of rice. 
7. Have you ever tried rice produced elsewhere? If so, how do you think it compared to the 
rice grown in your village? Please explain. 
Yes, but it is not preferred because it is harder than the rice produced in village. The rice 
produced in the village doesn’t have as nice of a fragrance. 
8. What improvements would you like to see in your rice processes? 
There could be improvements in the packaging to increase shelf life or appeal more to the 
external market. There could also be improvements in the location of the hand-processing 
machine and additional equipment could be added. 
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HAND PROCESSING TECHNIQUE  
9. Can you please explain the hand-processing technique? 
The hand processing technique takes occurs by the following process: 
1.    Dry the rice in the husk 
2.    Clean the mortar. 
3.    Pound the rice in the mortar until the husks are separated from the rice grain. 
4.    Separate the rice and husk by winnowing. 
5.    Pound the rice again until all the husks are peeled off. 
6.    Separate the fractured rice, broken rice, and small grains by using threshing basket. 
10. What equipment do you use in the rice milling process? 
The equipment includes a mortar, stick, threshing basket, and rice-winnowing basket. 
11. Do you like the current milling techniques? If so, why? 
Yes, we like it because it is hand-processed. If we run out of time to process the rice we consume 
in the village, we’ll process it using the milling machine.  
12. What do you dislike about this technique? Why? 
The process requires a lot of energy to complete, which makes it hard for us to complete large 
orders over a short period of time. 
13. Would you be willing to consider changes in this technique? Why or why not? 
No, this technique is a tradition of ours and it is a technique that separates us from others. 
14. Do you have any ideas to improve the current process? 
The only way we can think of improving it is by using milling machine, it helps saving time. 
However, we like the current technique for selling rice to Raks Thai.  
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15. How much rice is processed in an hour by the hand-milling technique? 
For one bucket of rice it takes one person two hours to complete the whole processes including 
hand-milling.  
16. How much rice can be hand-milled in a day? 
On average, three buckets of rice in the husk can be milled per person. These three buckets of 
rice produce twenty-one liters of unhusked rice because one bucket of rice is seven liters. If in a 
rush, the whole group can work together to produce 100 kilograms in one day. 
17. Would you want more help with hand-milling? 
We have enough people for the current equipment but more machines could be helpful.  
18. How often is this process performed? 
For our families we process the rice every day because if it is keep too long it will go bad. For 
the Raks Thai Foundation this process occurs whenever orders come in from Raks Thai, and is 
dependent on the size of the order. Usually the process occurs two to three times month; 
however, sometimes only once.  
19. After it is hand-processed, how long is its shelf-life? 
The self-life is one month. 
20. After the rice is hand-milled, how is it stored? 
After hand milling the rice is stored in sacks.  
21. How do you package the rice when the Raks Thai foundation picks it up? 
The rice that is in sacks are tied with a rope and sent off. 
22. How much does the Raks Thai Foundation order per month? 
The amount of rice the Raks Thai Foundation orders is dependent on how many customers they 
have. On average the foundation orders 100 kg per month.  
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GROWING  
23. What month do you start preparing the rice fields? Plant the seeds? Harvest the rice? 
Men start preparing the rice fields the last week of April. During this week men burn the field 
with dry grass and if there’re leftover tree stools they are cut down. Next the men wait until it 
has rained three or four times, after this has occurred the men use shovels to dig a hole and 
plant the seeds for 10-20 seeds per hole. In the past, rain would start during May, but today, they 
have to wait for it to rain one to two times to start planting to assure that it is the rainy season. 
After the seeds are planted we take care of the fields, removing weeds once every two months. 
Removing the weeds increase the quality of the rice. Women will do this process. Then, the 
farmers wait for seven to eight months to collect the rice. Farmers with few areas of farm take 
one week to collect while men with more area take up to three weeks. After collect the rice, we 
dry the rice for a week and then we start to mill the rice. 
24. What other crops do you grow? 
We grow melon, chili, cabbage, onion, parsley, gourd, and corn. These crops are grown at the 
same time as rice. 
25. How does growing crops today differ from the past? 
In the past families would use one plot of land to grow all crops and leave all other land vacant 
to replenish the soil. However, today every plot will be used to grow crops. Crops are still 
combined together on the same plot with the exception of corn. Corn will be grown individually.  
26. Do you always use fertilizers? 
For mountain rice it’s depends on the land condition, if there are pests then fertilizer is used. 
Some people use herbicides as a preventative measure.  
27. Do you have problems on insects or diseases? 
In the past insects and diseases were rare. They would only occur once every fifteen years. 
However, lately there have been many insect and disease problems.  
28. Can you be sure that rain will come every year? 
It is not certain that rain will come every year, but we prevent against this by waiting until it 
rains one or two times before we plant the seeds. We have more of a problem with birds and rats 
eating all the seeds.  
29. If rain doesn’t fall what do you do? 
We have to go into town to find jobs if it doesn’t rain. 
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30. What would happen if the rain doesn’t fall for a long time? 
The government would bring artificial rain for the village. 
31. How many plots of land do you own? 
We own 20 rai of land. 
32. Do you select the seeds you use to grow the rice? If so how do you select them? 
We select seeds.  Seeds are selected based on if they have many ears and the size of the rice. For 
the most part we use the first batch of rice that is collected from the field for the seeds for the 
following year.  
 
ADDITIONAL INFORMATION 
33. Have you used the loan service? 
Yes, almost every member has used it. There are only four members haven’t used it. 
34. What do most people use the loan system for? 
The loans are used for our children’s education. 
35. How long do you have to pay back the loan? 
The loan must be paid back within one year. 
36. What is the interest rate of the loan? 
The interest rate is 12%. 
37. Why aren’t more people involved in the loan system? 
The loan service is only for members of the women’s cooperative. We haven’t asked other people 
outside of the cooperative to join. We predict that in the future there will be more people joining 
if we ask them. 
38. Apart from women cooperative, are other people growing rice? 
Yes, many people grow rice for their families. 
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39. What would you do if there is not enough rice within the cooperative? 
We would use the money from the loan service to buy rice from other people in the village. 
40. Do you have a traditional favorite recipe for mountain rice? 
Yes, it’s called “Kao Ber Porridge.” Here are the cooking directions: 
1.    Set up the rice cooker. Pour water and put rice into it. 
2.    When the water is boiled, put pork or pork ribs and bamboo sprouts into the pot. 
3.    When rice start to break apart, you need to stir it again. 
4.    Add chili, salt, and pepper. 
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Appendix K: Interview with the Raks Thai Foundation 
 
Rice marketing and packaging used by the Raks Thai Foundation 
Interviewee: Khun Tee and Khun Wisit, Raks Thai Foundation Senior Officers 
Interviewer: Warongvat Wanachaikiat 
Date of interview: January 29, 2014 
Place of interview: Day 1: Raks Thai Foundation Office in Mae Chaem; Day 2: Raks Thai 
Foundation Office in Chiang Mai 
A. Introductory Protocol 
By participating in this interview, you will become an essential component in this investigation. 
We are seeking enhancements in the packaging and marketing techniques of rice sale in Chiang 
Mai. Before we start, we would like to state the following: 
1. If at any time you feel uncomfortable, please let us know. We will immediately stop the 
interview without any penalty or loss of benefits to you. 
2. The purpose of our research is to help rural communities become self-sustainable. Your 
responses will help us create a plan for the Raks Thai Foundation. 
3.  The data being collected will be stored on a password protected computer that only the 
project team will have access to. Records of your participation in this study will be held 
confidential so far as permitted by law.  However, the study investigators, the sponsor or 
its designee and, under certain circumstances, the Worcester Polytechnic Institute 
Institutional Review Board (WPI IRB) will be able to inspect and have access to 
confidential data that identifies you by name.  Any publication or presentation of the data 
will not identify you. 
Thank you for participating. We have planned this interview to cover questions about processes 
that the Raks Thai Foundation performs. Most questions will be open ended. Please feel free to 
ask for clarification if you do not understand what is being asked. If at some point you believe 
that a question should not be answered, tell us and we will explain the reasons behind our 
questions. 
B. Introduction 
You have been selected to be part of our study because K. Direk, our liaison between the 
foundation and our project, acknowledges your potential to provide us with useful information 
about the marketing and packaging approaches of the Raks Thai Foundation. Once we finish the 
interview, we will use your answers to develop a marketing plan to increases the sale of the Mae 
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Khong Khaa rice, and to develop an educational marketing program for the villagers of Mae 
Khong Khaa.  
 
C. Questions for the Interviewee Day 1 (Mae Chaem Office) 
*Questions are in normal font and answers are italicized. 
 
1. What is the goal of Raks Thai foundation? 
The quality of the rice is good, but the standard of living in the village remains poor. The Raks 
Thai foundation uses rice as a tool to work with the community. In order to help the villagers 
understand the value of their product and be able to live under the changing of economic system, 
the people and the rice require development. Simply selling the idea won’t work which is why we 
need a team to help us. In the future, if everything works out, there will be profit coming into the 
village to develop the community. We aim to help them understand that their raw materials can 
be sold to other markets. 
2. Can you explain qualities of the rice that Mae Khong Khaa is producing? 
This village grows 2 types of rice, paddy rice and mountain rice. The paddy rice is planted in two 
ways, broadcasting rice cultivation and transplanting rice cultivation. Water is used for the 
entire paddy rice process until the cultivation. Mountain rice is planted along the mountain 
slope. Rain is the only water source for this type of rice.  
3. Can you explain how to prepare the rice field before the planting process? 
The preparation for the field is done by using a small shovel to dig a hole and plant seeds inside. 
This is done prior to the rainy season. During the rainy season, the rice will grow without a 
water management system. 10-20% of the rice the village grows is paddy rice and the rest is 
mountain rice.   
4. Is it possible for farmers to expand their land? 
The area is limited by laws and community’s traditions. If a farmer would like to increase the 
area of their fields, the community’s rules must be changed. The government also has 
restrictions, only allowing for a certain amount of ground to be cultivated. 
5. Can you explain the rice growing system in Mae Khong Khaa? 
Rotational farming is when the farmers rotate which fields they grow crops in year to year to 
retain the amount of nutrients in the soil. One person will have at least seven rai, sometimes up 
to twenty rai. 70 or more types of crops are grown in the village where as previously they grew 
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hundreds of different species. Some of these current crops can be eaten instantly and some can 
be stored. Recently, cash crops have become a large part of the village’s agriculture system. This 
has changed the way the villagers do the rotational farming. The village no longer rotates which 
fields they use; they use all available fields based on the price for which the new cash crops are 
able to be sold. The lack of rotation in their fields makes the soil deteriorate. Fertilizers are now 
needed to retain the nutrients in the soil.  
6. Are there any other problems with rice growing? 
There is a water shortage problem on the mountain. If there is no water that year, the crops will 
not grow.  
7. Do the villagers eat meat? 
There is a ceremony for slaughtering hogs that the village partakes in before eating meat. 
8. What if the villagers get sick? 
In the past, when people get sick, there were doctors in the village that could help them. If the 
doctors could not cure the patients, they would die. Today, as modern Thai culture has made its 
way into the village, villagers are sent to clinics in the city, and children’s education is 
required.   
9. How do cash crops affect the lives of the villagers? 
Crops are used to trade for money. The large corporations determine the price for cash crops. If 
the quality of the crops grown in the village is good, then it can be sold to these corporations. 
This leads to the soil deterioration problem because the village grows these crops in all 
available areas.  Because of their current method of burning the vegetation to create space for 
fields, there is less forest space around the village. If the company sees that this community’s 
crops are not good, they move to a different village. 
10. Do you have any suggestions on how to solve the cash crop problems? 
This problem can be solved by growing rice in the village. The rice that is grown in Mae Khong 
Khaa is a local species. The target is to persuade the villagers to stop invading the forest areas 
and find a way that they could live sustainably, separate from the large corporations that buy 
their cash crops (corn). Villagers have depended on money for quite a long time, so it would be 
hard for them to change back to their old life when money did not have an impact on their lives. 
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11. How do the villagers sell the rice? 
The leftover rice they had would sell for a very cheap price. 20 liters per bucket of unhusked 
mountain  rice costs 100 baht. Once the rice is processed, separating it from the husk, the yield 
is 7 liters of rice. This can be sold at 240 baht, the profit being 140 baht. If the villagers can 
produce a large amount, they would gain more profit than cash crops. 
If they were to understand this, it would lead to a water management system, and growing non-
seasonal crops instead of growing cash crops. 
12. Are they looking into organic farming? 
To be labeled as organic, chemicals in the crops must be stopped for at least 5 years, and the 
soil condition must be verified by an official. There is no way that the village could pass the test. 
13. What is your final goal for selling the Mae Khong Khaa rice? 
The goal is to help the villagers understand that if they increase their production of rice they will 
be able to sell the rice and get as much of a profit as they are currently getting growing cash 
crops. One main goal is to look for ways to make the crops organic, thus reducing the amount of 
chemicals used. 
14. Do you have any suggestions on how to sell the rice? 
The distinctive attribute of this rice is the fact that it is hand-processed. Raks Thai is trying to 
study the production line cost and how much more money the village would gain from selling the 
rice at each processing stage; either from the rough rice, or the processed rice. 
15. What if there is a large order that Mae Khong Khaa cannot fill? 
Last year, a company asked to buy 6 tons of the rice in December. If there is a large order, the 
village would determine how much they could produce and how many distribution channels do 
they have to assess how to fill the order.  
16. For the Raks Thai Foundation, are there any other products you are helping the highland 
villages with? 
The Raks Thai Foundation also does silk, coffee, and vegetables. 
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17. Within the time frame, what would you like us to consider as first priority? 
We would like you to focus on marketing and nutritional values. We also hope that if you have a 
chance, you could come help us and visit the village again to show them what you have done.  
 
D. Questions for the Interviewee Day 2 (Chiang Mai Office) 
 
41. Have you ever tried to contact the Royal Project for either informational help or help in 
distributing the rice? 
The Royal Projects are difficult to connect with. They do not want to give out their data. The 
Royal Projects mainly distribute seeds for the villagers to grow. The main goal of Royal Project 
and Raks Thai foundation is the same, to help villagers in need, but the specific methods are 
different. The Raks Thai Foundation’s method is to make use of their own resources. The Royal 
Project method is to let the villagers decide by themselves what they want to do.  
42. When is the rice sold and harvested?  
The rice is harvested by December. The villagers choose to sell the old rice first. One season’s 
worth of rice is usually sold in one to one and a half years. 
43. Are there any other villages that produce similar rice to Mae Khong Khaa village? 
The Raks Thai foundation is trying to make a network for the villages. At one point in time the 
Raks Thai Foundation received a 6 ton order, which presented a challenge for the villagers, as 
they could not produce that much rice. The Raks Thai Foundation filled the order by collecting 
similar rice from other villages and selling it in the same package as the Mae Khong Khaa rice. 
44. Do you separate the rice from Mae Khong Khaa village from rice from other villages? 
The rice is not separated by village when it is packaged, but it is possible to do so.  
45. Do you have any place in mind that you would like to sell the rice in Chiang Mai? 
We are trying to contact Rimping supermarket in Chiang Mai. 
46. Are there any orders that do not come from Chiang Mai? 
There are a few big orders in Bangkok during New Year. The rice is packaged in baskets as part 
of a gift set with coffee, and sold to the customer.  
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47. How is the rice packaged? Please explain. 
The normal 30 baht package (non-vacuum packed) production has been stopped. Currently, we 
are producing only the vacuum sealed rice package. The vacuum machine’s condition is not 
good because it has been used for 20 years. In the past, they used thinner bags, but the quality of 
these packaging was not good. The thick bag used currently is more expensive. If we ordered 
10000 bags, it would cost 5 baht each. If we ordered less than 10000, it would cost 7-8 baht 
each. For the sticker, the current quality is better than if we printed it ourselves, but it is more 
expensive. 
48. What has the Raks Thai foundation done for the village? 
We have collected data on the species of mountain rice and amount produced in the village each 
year. The rice stock must be observed every year due to weather conditions. We want the rice to 
act as a tool for working with the village. We aim to have them see the importance in marketing 
their rice. The disadvantage of producing rice is not being able to make a large profit all at 
once, which corn allows. The village’s corn is bought consistently by CP. 
49. What is the Raks Thai Foundation currently trying to do for the village? 
We are trying to increase the villager’s awareness of other rice competitors, encourage them to 
stop using fertilizers and pesticides so that the product can be organic, manage the water system 
to increase production, and encourage them to grow many crops at the same time. We hope that 
there will be 10-20 farmers doing organic farming in the future. Records must to be taken on the 
result of each action including the cost, and the final result of how many crops can be grown in a 
rai. We are trying to teach the villagers how to use water and see the importance of forests, in 
order to use more water for a longer amount of time. We are also encouraging the villagers to 
stop buying rice from outside the village. 
50. What are your expectations for us during this project? 
Marketing is urgent. The Raks Thai foundation doesn’t have much budget for marketing, but we 
are trying to improve the quality of life for the villagers. The distributor for the rice is hired as 
Raks Thai foundation staff and is in charge of selling the rice to consumers.  
51. Do you have any other organizations you worked with to distribute your rice? 
Merck was once interested in doing a Corporate Social Responsibility, but in the end, Merck 
chose to abandon the project as they believed the rice was not high quality.  
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Appendix L: Interview with the Raks Thai Foundation Distributor 
 
Interviewee: Khun Chalerm, Raks Thai Foundation Distributor 
Interviewer: Warongvat Wanachaikia 
Date of interview: January 29, 2014 
Place of interview: Chiang Mai University Organic Market, Chiang Mai  
A. Introductory Protocol 
By taking this interview, you will become an essential component in this investigation. We are 
seeking enhancements in the shelf life, storage and processing of rice. Before we start, we would 
like to state the following: 
Your confidentiality is important to us. If your responses are used in our report, your identity will 
be kept anonymous. 
1. If at any time you feel uncomfortable, please let us know. We will immediately stop the 
interview. 
2. The purpose of our research is to help rural communities become self-sustainable. Your 
responses will help us create a plan for the Raks Thai Foundation. 
3. The data being collected will be stored on a password protected computer that only the 
project team will have access to. Records of your participation in this study will be held 
confidential so far as permitted by law.  However, the study investigators, the sponsor or 
its designee and, under certain circumstances, the Worcester Polytechnic Institute 
Institutional Review Board (WPI IRB) will be able to inspect and have access to 
confidential data that identify you by name.  Any publication or presentation of the data 
will not identify you. 
Thank you for participating. We have planned this interview to cover questions about the rice 
processes and storage facilities you use in the village. Most questions will be open ended. Please 
feel free to ask for clarification if you do not understand what is being asked. If at some point 
you believe that a question should not be answered, tell us and we will explain the reasons 
behind our questions. 
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B. Questions for the Interviewee  
*Questions are in normal font and answers are italicized.  
1. Why do you help sell the rice for the Raks Thai Foundation? 
I want to help Mae Khong Khaa because they are a hill tribe and get a lower price when they try 
to sell the rice in the market. I also wanted to help the Raks Thai Foundation because I 
recognized that they were having problems selling the rice in the market. I also recognize that if 
we can open the market for Mae Khong Khaa’s women’s cooperative, customers will become 
more aware of this product and the women’s cooperative will gain a higher profit.  
2. Who do you sell it to and why do they choose this rice over other rice being sold? 
The customers are housemaids, police officers, and teachers of Chiang Mai University. Many of 
them are returning customers. They prefer the Raks Thai foundation’s rice because it is softer 
than brown rice. Some other customers by the rice because they like brown hand-processed rice 
and want to support the farmers. 
3. How long does it take to get the rice from Mae Khong Khaa to you? 
Usually it takes about ten days because they do not store the village’s rice, the rice is just 
processed by order. The rice is sent in 1 kg bags.  
4. What price the rice is sold at? 
Last year I bought the rice from the foundation for 35 baht and sold it for 40 baht. They use only 
a plain package which limits the sale of the rice. I have heard that this year it will be changed to 
vacuum package. If they do change the packaging, I  plan to continue to buy the rice. I do not 
sell the rice for the profit, I sell it to help the farmers. 
5. Where do you sell the rice? 
Rice will be sold here, at this organic market across from Chiang Mai University, on Wednesday 
and Saturday. On Sunday, rice will be sold at JJ Market. 
6. Have you received any complaints on the quality of the rice? 
I have not received any complaints about poor quality of rice. I have more concerns from 
customers about the broken grains; they don’t understand why some of the grains are broken. I 
have to teach them about the hand milling process and how hard it is to avoid breaking all 
grains. 
7. Do you have any suggestion to expand the market? 
There are three of four health conscious shops in the area. The names of the shops are Baan 
Suan Phak in Jang See Phum, Urban Green at Chang Klaan road near the Curve department 
store, and Bake and Bite in front of Prince School. We may be able to offer them a price and they 
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will add it to their commission. They may be able to sell the product faster and make the 
customers more aware of the uniqueness of the product. 
 
8. How much do you sell the rice for? 
I sell the rice for 40 baht. I buy the rice from Raks Thai for 35 baht.  
9. What types of rice you buy/sell? 
I sell all three types of rice that Mae Khong Khaa produces. Customers mostly prefer Bue Taboh. 
But in the end, all types of rice are sold. I don’t order a large amount; instead I purchase small 
portions frequently. I ordered at least 60 kg each time at least once a month. 
10. What do you think are the strengths of the Mae Khong Khaa rice? 
In my opinion, it is the fact that it is a local species of rice that is grown by local people with 
traditional methods. Also, the local species comes from the village without pesticides. I also 
believe that the species may have additional nutrition benefits than other types of rice in the 
market.  
11. What makes people buy the Mae Khong Khaa rice? 
They want to help the farmers. 
12. Are there any other competitors in the market similar to the Mae Khong Khaa rice? 
There is, but not much. Most of them just come and go. If they more the villages brought rice for 
me to sell, I would sell it. I have only bought from Raks Thai foundation. 
13. What tools do you think would make the customers buy the rice more often?  
I believe brochures or aadvertisements would be helpful to raise awareness of this type of rice. 
Also flyers with nuitrional value, species, and how to cook the rice would be helpful. How to 
cook the rice is important for people because some rice cookers do not cook this type of rice very 
well. 
14. Do you think the product would be more marketable if we include an English translation 
on the package? 
It’s worth a try because it is softer than brown rice and it is much better than white rice. In 
Chiang Mai, there are many hypermarket, for example Rimping and Big C, that many foreigners 
go to. If we’re focusing on packaging, it would be nice to add more colorful pictures to attract 
the customer to the product. 
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15. How would you improve the package?  
Some people buy rice dependent on the shelf life of the package, therefore it would help if it was 
vacuum packed. 
16. Are there any foreigners who are customers? 
Japanese customers are loyal customers for this product. Other customers come and go as they 
please.  
17. Why do Japanese people like the rice? 
I believe the Japense like the rice because the mountain rice that Mae Khong Khaa gives me is 
similar to Japenese rice, they are both sticky and make it easy to hold with chopsticks.  
18. What is the age range of  Japanese people come and buy your rice? 
Mostly they are older Japanese people. Most of them live in apartments in Nimman.  
19. Compared to your first order, have orders of rice increased? 
The first time I only ordered 10 kg. Now I order at least 60 kg. The rate of customers have been 
slowly increasing. Most people don’t understand hand-processing which makes it hard to sell the 
product in the market.  
20. Do you explain why the rice is broken to customers? 
Yes,  I do because when I do some people are willing to buy the rice because they understand 
that the villagers hand-mill it. There still are a few who don’t buy it based on it’s appearane 
though.  
21. Do you have any additional suggestions for the package? 
It would be good if packages were also written in Japanese for these customers. 
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Appendix M: Interview with a Marketing Expert from IBM 
 
Interviewee: Chandra Venkatapathy, IBM Marketing representative 
Interviewer: Gabriela Romero 
Date of interview: February 17, 2014 
Place of interview: Chulalongkorn University via Skype 
A. Introductory Protocol 
By taking this interview, you will become an essential component in this investigation. We are 
seeking enhancements in the marketing strategies to increase the sales of the Mae Khong Khaa 
rice. Before we start, we would like to state the following: 
Your confidentiality is important to us. If your responses are used in our report, your identity will 
be kept anonymous. 
1. If at any time you feel uncomfortable, please let us know. We will immediately stop the 
interview. 
2. The purpose of our research is to help rural communities become self-sustainable. Your 
responses will help us create a plan for the Raks Thai Foundation. 
3. The data being collected will be stored on a password protected computer that only the 
project team will have access to. Records of your participation in this study will be held 
confidential so far as permitted by law.  However, the study investigators, the sponsor or 
its designee and, under certain circumstances, the Worcester Polytechnic Institute 
Institutional Review Board (WPI IRB) will be able to inspect and have access to 
confidential data that identify you by name.  Any publication or presentation of the data 
will not identify you. 
Thank you for participating. We have planned this interview to cover questions about marketing. 
Most questions will be open ended. Please feel free to ask for clarification if you do not 
understand what is being asked. If at some point you believe that a question should not be 
answered, tell us and we will explain the reasons behind our questions. 
B. Questions for the Interviewee  
*Questions are in normal font and answers are italicized. 
 
1. What marketing suggestions do you have for our project? 
I encourage you to think what qualities the rice has that appeals to people. We have a good idea 
of how this rice is special to the country but what is so great about this rice. 
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2. What’s your perception of potential markets for our product? 
 
Going to a big market is not beneficial because you do not have a big production. You should go 
towards an exclusive market, try to make the target market selective. Even though the product 
may not be pretty (packaging and broken grains) if you market it in the right place you will still 
be able to sell it for a high price because the people care about the product and the people, not 
the packaging. Therefore, you have to find out who these people are. You have to target them 
and explain why this rice is better. 
 
Also, how do we know that Japanese is a good target? There are a lot of other markets that 
would be good potential markets. Pick a small target market, instead of population, and start 
building it up.  
 
Maybe travel agents are a good market; maybe you should start with the Japanese. Anyway, you 
must link the rice to the people (village) to create a story- can’t get it from the regular 
supermarket 
 
How many people know how rice is planted? No one knows/cares when they buy rice in the 
supermarket. Therefore, by targeting selective markets you can charge double- the price to 
match the special qualities  
 
3. What are the essential to put in a marketing plan? 
A marketing plan is all about a goal, so what is your goal? What makes your product special? 
Marketing the product is all about what you can do with it. Because of the time constraints, there 
should be two goals in your plan: How do I reach the goal? And how do I measure this goal? 
 
4. Do you have any advice on how to start the marketing plan? 
Start by planning your strategies. You should include: what you plan to do, how you will do it, 
when you will do it. The way you will you measure the success and perhaps the cost of it. Keep it 
simple!  Marketing is about intuition. Do what you feel is best and connect to the audience. 
 
5. What should a campaign consist of? 
Campaigns are short and not done consistently. I don’t recommend campaigns for this project. 
Just keep in mind that the key is not to assume anything. 
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6. What are the best low cost mediums? 
Word of mouth marketing can be used for domestic markets. Website and YouTube channels are 
a great idea. Maybe you can talk to the local TV or newspaper and ask about getting free 
coverage. They will be more interested in talking to you because you are students and you are 
marketing a local product that is healthy. Don’t forget to mention all the good things we have 
talked about.  
 
7. Should we include economic projections?  
You don’t worry about that. It is not necessary.  
 
8. Do you know the best way to format a marketing plan? Do you have any examples? 
I can think of something to send you guys. Just give me a couple of days. 
9. We have created marketing materials such as the logo and brochure.  Where do these fit 
in? 
All that information is about the brand. Before we can make a website or brochure you need the 
brand information to put in it. Include this in early sections. 
 
10. Do you have any recommendations that can be included in the plan? 
Do a three month trial once the marketing plan is established. Add the mediums you will use to 
evaluate the outcomes of your plan. Also, you need to have a permanent market because rice is 
not a commodity.  
 
11.  What details should be included in the marketing plan? 
You need to find how many Japanese or tourists go to the markets that you want to target. Then 
you can get a percentage of how many people are buying the rice. So the question then becomes 
how do you sell for the percentage that is not buying the rice? Think of ways on how to approach 
them. Targeting hotels and restaurants that might sell the rice is a good idea. You have to target 
the markets and see what types of people go to these markets rather than targeting the types of 
people. Once you find the markets, useful information like the nutritional values are important 
when targeting health-conscious people.  
  
12. How do you evaluate if these target markets were successful? 
To evaluate the success, look at the percentage of people who are buying the rice after the 
marketing plan has been implemented, and if the percentage of people who are buying the rice 
increases, it means progress. 
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13. Do you have any additional advice on how to proceed with our plan? 
First of all, you can’t assume a certain group of people has access to a specific marketing 
medium.  Find out where these people go, then target that market. For your plan, include the 
assumptions, goal and start small. For example if your goal is to create awareness with 
Japanese tourists/expats, find where Japanese tourists/expats go. Find their interactions and 
think of ways to communicate the message to them.  
 
For the actual content you need to promote the product, don’t forget to include what’s special 
about this rice. You need to expand on the unique qualities to make the product sound unique. 
Include the benefits- health, emotional (local people), geographical for the village, etc. 
 
On a different topic: can you think of any partnerships? Such as working with health clubs? Or 
health food chains similar to Whole Foods? You should figure out which markets you want to 
target first, second, and third and then identify the consumers of that market.  
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Appendix N: Interview at The Riverside Restaurant in Chiang Mai 
Interview Protocol – Chiang Mai Restaurant 
Interviewee: Riverside Restaurant Manager 
Interviewer: Gabriela Romero and Kellie Dickerson 
Date of interview: February 22, 2014 
Place of interview: Riverside Restaurant 
A. Introductory Protocol 
By participating in this interview, you will become an essential component in this investigation. 
We are seeking enhancements in the techniques and feasibility of rice sales in Chiang Mai. 
Before we start, we would like to state the following: 
1. Your confidentiality is important to us. If your responses are used in our report, your 
identity will be kept anonymous. 
2. If at any time you feel uncomfortable, please let us know. We will immediately stop the 
interview without any penalty or loss of benefits to you. 
3. The purpose of our research is to help rural communities become self-sustainable through 
the increased sales of rice that they grow. Your responses will help us create a plan for 
the Raks Thai Foundation, which currently helps these communities sell their rice. 
4.  The data being collected will be stored on a password protected computer that only the 
project team will have access to. Records of your participation in this study will be held 
confidential so far as permitted by law.  However, the study investigators, the sponsor or 
its designee and, under certain circumstances, the Worcester Polytechnic Institute 
Institutional Review Board (WPI IRB) will be able to inspect and have access to 
confidential data that identifies you by name.  Any publication or presentation of the data 
will not identify you. 
Thank you for participating. We have planned this interview to cover questions about opinions 
from selected restaurants toward the rice product we are investigating. Most questions will be 
open-ended. Please feel free to ask for clarification if you do not understand what is being asked. 
If at some point you don’t understand the purpose of any questions, tell us, and we will explain 
the reasons behind our questions. 
B. Introduction 
You have been selected to be part of our study because we would like to observe the attitude and 
opinions of the Chiang Mai’s local restaurants toward the Mae Khong Khaa rice. Once we finish 
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the interview, we will use your answers to assess the characteristics of the Mae Khong Khaa rice 
in order to develop a proper supply channel for selected restaurant(s) in Chiang Mai. 
C. Questions for Interviewee 
 
1. Can you describe the customer demographic of this restaurant? Eg. age, nationality, 
profession, gender 
We have a wide variety of food and people. Families, Thai people and tourists come to the 
restaurant. The tourists are in two groups; foreign tourists and local tourists because Thai 
people like to travel during festivities. We also have expats and local Thai people, the tourists 
account for 50-60% of our customers in the high season and 40% in the low season. All three 
legs are important to the restaurant. We serve families and also younger people. There are two 
main groups that come to our restaurant. The first group comes from 6-9PM for dinner and the 
second group comes for live music from 9:30-2 AM. Usually locals and students come for drinks 
and snacks. There has been a nationality shift from Western tourists to Chinese because 
Americans and Europeans are in an economic crisis. Individuals come more often now whereas 
it used to be tour groups of 40-50 people. They now take direct flights to Chiang Mai or Phuket 
directly instead of Bangkok from Korea and China.  The people here have many professions--
students, professors, doctors. We are not too cheap, we have 30 musicians that we need to pay. 
We are in a good location but backpackers think it is pricey.  
 
2. What are the main attractions for customers to visit your restaurant? Eg. type of cuisine, 
environment, price 
 
The river is one of the main selling points. We lost 70% of our restaurant three years ago 
because we didn’t renew the lease. So we opened our second restaurant on the other side of the 
street. People write reviews for our restaurant which have been consistently good over the years. 
We have many cuisines—western, international, northern Thai food, vegetarian, so we can cater 
to all segments. It is good for families because they all want different things. We have big 
portions compared to other restaurants and our cooking is home-style. We have a mid-range 
price and offer live music for entertainment.  
 
Extra question: What types of rice is the restaurant current using? Eg. Brown, white rice, brown 
rice and sticky rice 
 
We use white rice which consists of 95% of white jasmine rice. We also offer brown rice which is 
a mix of 1/3 red rice and 2/3 brown rice for which the brown rice is 93% jasmine brown rice. We 
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purchase directly from the mill and it is a wholesale arrangement. We have good quality rice 
and sell a lot because 400-500 people come to eat here each night. 
Many places don’t sell brown rice so people aren’t aware of it. Many times people don’t go 
through whole menu so it is up to the server to ask if they don’t notice it on the menu. When 
asked about 10% will go for brown rice because it is healthier. However, most of the staff will 
not ask if the customer wants white or brown rice because of the language barrier. 
 
Extra question: What about sticky rice? 
We don’t ask if people want sticky rice because people know if they want sticky rice. We don’t 
sell much brown rice because people don’t know about it. The staff don’t know English, it is a 
busy place. It is not a good seller. 
 
3. What are the criteria that the restaurant uses for its selection of rice brands? Price, 
Familiarity, History, cooking characteristics 
 
From familiarity, history, and price. We’ve used the same people for years and years; they 
deliver right to our restaurant. We get the export price because we buy it straight from the mill. 
We use some of the same suppliers as when we first opened the restaurant. We stick with the 
same people because of the relationship. We are a family, our staff is a family. We look at price 
but it’s not all about that. 
 
4. How much do you currently pay for brown rice per kg? 
Per kilo of red rice we pay 65 baht. We pay 142 baht for 3 kilos of jasmine rice, so 45 baht per 
kilo. 
 
Extra question: Why do you mix the rice? 
Because it looks nicer because of the color variety, the bite is a bit different and it has different 
qualities and is more special. We never offer it to Thai people because they don’t go for brown 
rice. Foreigners are more interested in brown rice. Thai people grow up with rice and its white 
rice they eat every day so it’s what they are used to. 
 
5. Who do you buy brown rice from?  
 
A rice mill in Chiang Mai about 20 km away. 
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6. How much do you sell an average bowl of brown rice for?  
 
15 baht for a plate and 70 baht for a bowl. 
 
7. How popular is brown rice? What percentage would you say buys brown rice over the 
white rice?  
10% choose brown rice. 
8. How many kgs of brown rice do you have to buy per month to fill the supply? Per year?  
I don’t know. 
 
9. Could the dishes served in the restaurant be served with hand-milled brown rice instead 
of what you currently serve? Why/why not? 
It would be good in northern Thai dishes. We usually use sticky rice for northern dishes. We 
have ten northern Thai dishes. We mainly use white rice because it is neutral in taste, you don’t 
want it taking it away from the food. I would really have to taste it to see how sweet it is or if it is 
better. 
 
Extra question: What do you think the selling point of our rice is? 
I think the selling price is the hand milling process.  Supporting the mountain people would be 
more for the tourists than the Thai. 
So its rainwater?  
Yes 
It’s one crop a year?  
Yes 
Oh so environmentally in terms of water it is better. 
Is it organic?  
No they can’t claim it to be organic because they use pesticides on the corn fields. 
So if they have one harvest what do they do? 
They rotate it with other crops. 
Oh so they can’t declare it as organic. Sad as it is, rice is important, that’s how the world 
works. My house is right next to a field. I see how they do the labor… maybe three people 
do the whole field, then they come spray it, and they do pesticides and then machines. 
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Within two days the whole thing is done; it is not labor intensive. But obviously this is 
different and is labor intensive. How much is it? 
The price would be determined by the Raks Thai Foundation. It is currently sold for 80 
baht with the nice packaging. Obviously you would not need the nice package. We can 
put you in touch with the Raks Thai Foundation if you would like further information on 
price. (Give him the rice) 
We are a family style business. Every Thursday we have a meeting where we all come 
together as managers. I will take it to the meeting and see what they think. 
 
10. Do you think that using hand-milled rice in your restaurant would be successful? 
 
If we sell it, it wouldn’t be for commercial reasons it would be for the selling point of the fact 
that other places do not have it. We want to support rural communities, we want to be different 
from other places, we want to be special, we want to be different. If you say it is sticky and sweet 
obviously there are only a few foods that it would go with. 
Have you bothered to check on the internet mountain rice? For a Google search, most things 
that come up are rice problems on mountains in Thailand.  
So people might be more interested in it as a souvenir, you shouldn’t exclude that. People are 
traveling around in groups and they might want it as a souvenir to bring home, but its people 
who have traveled around to these communities. If it is nicely packaged it might be a nice 
souvenir. Thai people do not take other people home to eat, they take them out to a restaurant. In 
my country, you take them home and you sit down together and usually you bring something.  
You bring wine or other stuff. But now people bring spices and stuff used to cook; so this is 
something that you might bring along. “Oh I just got back from Thailand and I got this for you.” 
You shouldn’t forget this as a souvenir option. I’m from Switzerland myself and I understand that 
there are niche shops. People there want to know where it’s coming from, if there are pesticides. 
They are willing to pay more and there are countries that are more aware and are willing to 
spend more money like in northern Europe. 
 
Extra question: How much rice is eaten in Switzerland?  
I think a lot, but we are also potato people; gratin and pasta etc. If I compared it to Thailand as 
100%, then Switzerland is 30, 30, 30 potato, pasta, rice. If I think back, a typical week of eating 
has bread and cheese as a cold meal. But then a main dish we try to bring variety, so maybe rice 
twice a week, potato twice a week, and pasta twice a week. 
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11. What price range do you estimate the 1 kg package of Mae Khong Khaa rice to be? What 
would you be willing to pay for this rice per kg? 
 
I think ½ kg is better. 1 kg is heavy, ½ kg is more attractive than one kilo. Obviously you need 
some description in English. 
As a souvenir, for a half package I would pay 120-150 baht for half kilo if it is nicely packaged. 
It has to have an appeal. I would ask myself; if someone gave this to me as a present, would I be 
pleased? If I’m a tourist I would spend one week north and two weeks at a beach. The likelihood 
that this brochure would get lost is big. If it’s in a pouch, or slid in, or attached I wouldn’t lose 
it. As an addition, I think it would get lost somewhere but initially, I think it’s good. The idea of 
keeping it is good but then you put in suitcase and lose it if it’s not really attached. You could 
refer to a website, but you know how it is, people are busy. 
I’ve been living in Thailand for 15 years. I was not part of the initial founders, I’ve been with the 
restaurant for 10 years, but the restaurant has been open for 30 years. I haven’t been back to 
Switzerland in 15 years. There is not as must pressure here in Thailand; it is a bit more causal. 
For the interviewer only: 
Comments:  
Interviewee looks comfortable during the interview. He is really open to listen to us and provide 
useful feedback on the product. 
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Appendix O: Interview at Khun Churn Restaurant in Chiang Mai 
Interview Protocol – Chiang Mai Restaurant 
Interviewee: Max  
Interviewer: Restaurant Owner 
Date of interview: February 22, 2014 
Place of interview: Khun Churn, Chiang Mai 
A. Introductory Protocol 
By participating in this interview, you will become an essential component in this investigation. 
We are seeking enhancements in the techniques and feasibility of rice sales in Chiang Mai. 
Before we start, we would like to state the following: 
1. Your confidentiality is important to us. If your responses are used in our report, your 
identity will be kept anonymous. 
2. If at any time you feel uncomfortable, please let us know. We will immediately stop the 
interview without any penalty or loss of benefits to you. 
3. The purpose of our research is to help rural communities become self-sustainable through 
the increased sales of rice that they grow. Your responses will help us create a plan for 
the Raks Thai Foundation, which currently helps these communities sell their rice. 
4. The data being collected will be stored on a password protected computer that only the 
project team will have access to. Records of your participation in this study will be held 
confidential so far as permitted by law.  However, the study investigators, the sponsor or 
its designee and, under certain circumstances, the Worcester Polytechnic Institute 
Institutional Review Board (WPI IRB) will be able to inspect and have access to 
confidential data that identifies you by name.  Any publication or presentation of the data 
will not identify you. 
Thank you for participating. We have planned this interview to cover questions about opinions 
from selected restaurants toward the rice product we are investigating. Most questions will be 
open-ended. Please feel free to ask for clarification if you do not understand what is being asked. 
If at some point you don’t understand the purpose of any questions, tell us, and we will explain 
the reasons behind our questions. 
B. Introduction 
You have been selected to be part of our study because we would like to observe the attitude and 
opinions of the Chiang Mai’s local restaurants toward the Mae Khong Khaa rice. Once we finish 
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the interview, we will use your answers to assess the characteristics of the Mae Khong Khaa rice 
in order to develop a proper supply channel for selected restaurant(s) in Chiang Mai. 
C. Questions for Interviewee 
1. Can you describe the customer demographic of this restaurant? Eg. age, nationality, 
profession, gender 
 
In the past, Chiang Mai locals were the main customers. Foreigners have become the main 
customers, which consists of Americans, Europeans, and Japanese. In addition, Chinese tourists 
that visit Khun Churn have been increasing recently. Other than that, certain groups of Chiang 
Mai locals are still regulars of the restaurants, and their ages are between 30-40 years old. 
 
2. What are the main attractions for customers to visit your restaurant? Eg. type of cuisine, 
environment, price 
 
The vegetarian cuisine is the main attraction for customers; in addition, the restaurant severs 
food in a buffet style, which can be appealing for customer populations that prefer large serving 
portions. The dining environment is relaxing and friendly. The restaurant scale is rather big 
compared to others, which can support more than 20 customers. Also, the open time is 
considered long.  
 
3. What types of rice is the restaurant current using? Eg. Brown, White 
 
Currently, the restaurant only serves brown rice. A friend of mine runs a 10 acre rice field farm 
on the mountain at Mae Chaem, which has been growing rice for 8-9 years. He said that organic 
farming has huge potential and the products can be sold at higher price. If he succeeds, his farm 
can be the example for the nearby villagers to follow for organic farming. The long term benefit 
of organic farming is elimination of pesticides and fertilizers, which compromises the soil’s 
quality. After he graduated from Kasetsart University, he came back to develop the land and has 
been supplying the restaurant with brown rice ever since. Currently, the annual production is up 
to 5 tons, which all have been supplied to the restaurant. I also bought a milling machine to mill 
the rice myself, which I send to all of my restaurants. The overall amount is 3 and a half tons per 
year. The leftover 1.5 tons is for selling to the customers. The rice used in the restaurants and for 
selling is the same. I mix red jasmine rice and black rice along with brown rice. 
 
4. If they only sell one type of rice, why do they only sell that type of rice?  
 
The fact that brown rice has high nutrients is the reason my restaurant serves this type of rice. 
The restaurant has been serving brown rice for 19 years; back then, the concept of organic 
farming and being health conscious did not even exist. However, the vegetarian cuisine was 
already well-known back then, in which my restaurant provided either white rice or brown rice. 
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The “Chevachit” idea introduced by Dr. Satis Intarakamhaeng 10 years ago, claiming brown 
rice as being anti-cancerous, changed people’s perception about consuming brown rice. My 
restaurant changed to serve only brown rice since then, and there has been no complaints from 
any customers. 
 
5. What are the criteria that the restaurant uses for its selection of rice brands? Price, 
Familiarity, History, cooking characteristics? 
 
In the past, there was no organic rice, so I used only regular brown rice. I judge the quality of 
rice by its appearance after cooking. There was a regular brown rice source that I purchased 
from, until I found out that my friend was developing organic farm products. 
 
6. How much do you currently pay for brown rice per kg? 
 
Before, I did the milling process myself, I purchased it at the price between 34-37 baht per kg. 
Currently, the restaurant purchases unprocessed brown rice at the price of 20 baht per kg. 
 
7. Who do you buy brown rice from?  
 
My mention that was mentioned before. 
 
8. How much do you sell an average bowl of brown rice for?  
 
18 baht. 
 
9. How popular is brown rice? What percentage would you say buys brown rice over the 
white rice?  
 
The customers prefer brown rice and they are interested in the fact that I mix black rice into it. 
Foreigners are even more interested in the rice after they know the restaurant mills its own rice. 
The restaurant mills its own rice on a daily basis, I usually tell my customers to not stock brown 
rice in large amounts, no more than  
5kg, and purchase fresh rice from restaurant. 
 
10. How many kgs of brown rice do you have to buy per month to fill the supply? Per year?  
 
150-200 kilograms per month for the Chiang Mai restaurant. 
 
 
179 
 
11. How often is rice used in the cuisine in the restaurant?  
 
For dinner, most of them use rice as an ingredient due to the nature of Thai food. For example, 
fried rice and rice with basil leafs. However, noodles are ordered quite often during lunch time. 
 
12. Could the dishes in the restaurant be served with hand-milled brown rice instead of what 
you currently serve? Why/why not? 
 
The problem of switching to hand-milled brown rice can be related to its appearance and 
fracture; the customers may wonder if the restaurant serves them bad quality brown rice. It 
would be necessary to display the actual hand-milling process to the customers; they would then 
realize that rice fracture is not due to bad quality.  
13. Do you know the differences between mountain rice and paddy rice? 
No 
14. Are you aware that there are local villages in Northern Thailand that are producing 
mountain rice by the hand-milling technique? 
Yes, because I’ve personally been to some local villages before. 
15. Do you think that using hand-milled rice in your restaurant would be successful? 
 
In my opinion, it is hard. The best explanation is to sit and talk with the customers; however, 
time does not allow me to explain this to every customer. Even if there is information in the 
restaurant, the possibility of customers reading it can be low. 
 
16. Please take a look at the current Mae Khong Khaa rice package. What are your opinions 
about this product? 
 
The vacuum sealed package ensures its safety. 
 
17. What price range do you estimate the 1 kg package of Mae Khong Khaa rice to be? What 
would you be willing to pay for this rice per kg? 
 
I don’t have a solid reason to purchase hand-milled rice, unless certain customers were curious 
to know about the lives of tribal villages and their agricultural products. Personally, I think that 
brown rice, milled by either machinery or manual method, provides the same amount of 
nutrients. For machinery milling, the rice appearance is more attractive. However, hand-milled 
brown rice displays no significant advantages to machinery milled brown rice, unless you 
mention that it is the product of tribal villages. 
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Appendix P: Survey for Potential Rice Consumers: Tourist 
Population  
Surveys were taken at Central World, Siam Paragon, and MBK in Bangkok 
 
1. Age 
a. 25 to 34 
b. 35 to 44 
c. 45 to 54 
d. 55 + 
 
2.  Gender 
a. Male 
b. Female 
 
3. What factors influence your food 
choices while traveling? 
Price  
Taste  
Smell  
Nutritional value  
Appearance  
Curiosity  
Others (please specify)  
 
4. Would you consider taking rice back 
to your home country as a souvenir?  
a. Yes 
b.  No 
 
5. Would you buy rice at the airport? 
a. Yes 
b. No 
 
 
 
6. Have you heard of “hand milled 
rice?” 
a. Yes 
b. No 
 
7. Do you know how to cook rice? 
a. Yes 
b. No 
 
8.  Which of the following is the most 
important trait of a rice package? 
a. Eco-friendly materials 
b. Color 
c. Logo 
d. Story of the farmers  
e. Cooking instructions 
f. Nutritional information 
 
9. Would you buy this product? 
a. Yes  
b. No 
 
10. What additional information would 
you like to see on this package? 
a. Recipe using the rice 
b. Basic cooking instructions 
c. Information about the 
product in another language 
 
11. What price would you be willing to 
pay for this bag of rice? 
a. 80 baht or less 
b. 81 - 100 baht 
c. 101 - 120 baht 
d. 121 baht or more 
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12. Which form of advertising would 
influence you to purchase this rice 
product? 
a. TV 
b. Radio stations 
c. Internet 
d. Magazine/Newspaper 
e. Others (please specify) 
 
 
13. Where do you shop regularly? 
MBK  Terminal 21  
Siam 
Paragon 
 Big C  
Central  Tesco  
Emporium  Others (please 
specify) 
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Appendix Q: Survey for Potential Rice Consumers: Professor 
Population  
Surveys were taken at Chulalongkorn University 
1. Age 
a. 25 to 34 
b. 35 to 44 
c. 45 to 54 
d. 55 + 
 
2.  Gender 
a. Male 
b. Female 
 
3. How many people are in your 
household, including yourself? 
a. 1 - 2 
b. 3 - 4 
c. 5 - 6 
d. 7 or more 
 
4. What factors influence your rice 
choices? 
Price  
Taste  
Smell  
Nutritional Value  
Appearance  
Others (please specify)  
 
5. How often do you consume rice per 
week (times) 
a.  1 - 2 
b.  3 - 4 
c.  5 - 6 
d.  7 + 
6. Have you heard of manually milled 
rice? 
a. Yes 
b. No 
 
7. Rank the following from 1-3 on what 
influences you the most when 
purchasing rice  
1 = It is a major influence  
2 = It has some influence on me 
3 = It does not influence me 
Price  
Brand (if any)  
Type of rice (Eg. White vs. 
Brown rice) 
 
Nutritional values  
Packaging  
 
8. Where do you purchase rice 
regularly?  
Villa 
Market 
 Tesco 
Lotus 
 
CP 
Freshmart 
 Big C  
Max Value  Tops  
Gourmet 
Market 
 Others 
(please 
specify) 
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9. Which of the following is the most 
important feature or characteristic 
that you want to see on a package of 
rice? 
a. Eco-friendly packaging 
materials 
b. Color of the package 
c. Logo of the company 
d. Background story of the 
village where the rice is 
grown 
e. Cooking instructions  
f. Nutritional information 
g. It doesn’t matter  
Assessment of the current Mae Khong 
Khaa rice packaging 
10. Would you consider buying this 
product? 
a. Yes 
b. No 
 
 
 
 
11. What additional information would 
you like to see on this package? 
a. Recipe for particular dish 
b. Directions on how to cook 
rice 
c. Information about the 
product in other language 
 
 
12. What price would you be willing to 
pay for this bag of rice? 
a. 80 baht or less 
b. 81 - 100 baht 
c. 101 - 120 baht 
d. 121 baht or more 
  
13. How would you like to receive 
information about this product? 
a. TV 
b. Radio stations 
c. Internet 
d. Magazine/Newspaper 
e. Others (please specify) 
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Appendix R: Survey for Potential Rice Consumers: Nihonmachi 
Market
 
1. What is your age group? 
a. 24 and younger 
b. 25-54 
c. 55+ 
2. What is your nationality? 
__________________________ 
3. What is your profession? 
__________________________ 
4. Do you currently live in Thailand? 
a. Yes 
b. No 
 
5. Are you conscious of your vitamin and mineral 
intake in your diet? 
a. Yes 
b. No 
 
6. How often do you eat rice? If every day, how 
many times per day? ____________ 
 
7. Do you know what manually milled rice is? 
a. Yes  
b. No 
8. If you answered yes to Question 7, how much 
would you pay for 1 kg of manually milled rice? 
___________________ 
 
9. How often do you come to Nihonmachi? 
______________________ 
10. How often do you currently have access to the 
internet?  
a. Every day 
b. Every other day 
c. Less than two times per week 
d. I never have access to the internet 
 
*If you do not have access to the internet, please skip 
questions 11-13 
 
 
 
11. Do you use QR codes? 
a. Yes 
b. No 
c. I don’t know what that is 
12. Do you use Facebook? If so how often? 
___________________________ 
 
13.  Do you use YouTube? If so how often? 
___________________________ 
 
14. What is most important to you when purchasing 
rice? Please circle one in each row. 
1 = Major influence 
2 = Some influence  
3 = No influence  
Taste 1             2             3 
Price 1             2             3 
Information on the 
people that grows the 
rice 
1             2             3 
Type of rice           (Eg: 
White vs Brown) 
1             2             3 
Nutritional values 1             2             3 
Packaging  1             2             3 
Brand (if any) 1             2             3 
 
 
 
 
 
 
 
 
 
 
 
15. Which of the following is the most important 
trait of a rice package? Please circle one in each 
row.
1 = Major influence 
2 = Some influence  
3 = No influence  
Cooking instructions      1             2             3 
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(excluding rice cookers)  
Traditional recipe using 
the rice 
1             2             3 
Information about the 
product in a language 
other than Thai 
 
1             2             3 
Nutritional information 1             2             3 
Background story of 
where the rice comes 
from 
 
1             2             3 
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Appendix S: Survey for Potential Rice Consumers: Farmers 
Markets  
1. What is your age group? 
a. 24 and younger 
b. 25-54 
c. 55+ 
2. What is your nationality? 
__________________________ 
3. What is your profession? 
__________________________ 
4. Do you currently live in Thailand? 
a. Yes 
b. No 
 
5. Are you conscious of your vitamin and mineral 
intake in your diet? 
a. Yes 
b. No 
 
6. How often do you eat rice? If every day, how 
many times per day? ____________ 
 
7. Do you know what manually milled rice is? 
a. Yes  
b. No 
8. If you answered yes to Question 7, how much 
would you pay for 1 kg of manually milled rice? 
___________________ 
 
9. How often do you come to this market? 
______________________ 
10. How often do you currently have access to the 
internet?  
a. Every day 
b. Every other day 
c. Less than two times per week 
d. I never have access to the internet 
 
*If you do not have access to the internet, please skip 
questions 11-13 
11. Do you use QR codes? 
a. Yes 
b. No 
c. I don’t know what that is 
 
12. Do you use Facebook? If so how often? 
___________________________ 
 
13.  Do you use YouTube? If so how often? 
___________________________ 
 
14. Is the name “Khaw Mae Khong Khaa” 
appealing? ______________________________ 
 
15. What is most important to you when purchasing 
rice? Please circle one in each row. 
 No 
influence 
Some 
influence 
Major 
influence 
Taste 1                         2 3 
Price 1                         2 3 
Information on 
the people that 
grow the rice 
 
1                          
 
2
 
3 
Type of rice           
(Eg: White vs 
Brown) 
 
1                         
 
2
 
3 
Nutritional 
values 
1                          2 3 
Packaging  1                          2 3 
Brand               
(if any) 
1                          2 3 
 
16. Which of the following is the most important 
trait of a rice package? Please circle one in each 
row.  
 No 
influence 
Some 
influence 
Major 
influence 
Nutritional 
information 
 
1                 
 
2 
 
3 
 
Background    
story of where 
the rice comes 
from 
1                         2 3 
\Cooking 
instructions      
(excluding 
 
1                           
 
 
2 
 
3 
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rice cookers) 
Traditional 
recipe using 
the rice 
 
1                         
 
2 
 
3 
Information 
about the 
product in a 
language other 
than Thai 
 
1                           
 
 
2 
 
3 
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Appendix T: Data Analysis: Tourist Surveys 
Analysis of the surveys in Appendix P: Tourist surveys 
*Numbered questions represent questions on the survey, followed by an analysis of each 
question. 
This section presents an analysis of each question asked in the tourist survey performed at MBK, 
Siam Paragon and Central World malls. Figures 15, 17, and 20 in this appendix can be found in 
Chapter 4.0 of this report where the information is expanded.  
1. What is your age group?  
The majority of the respondents belong to the 25-34 age group. Therefore, most of the 
respondents who go to MBK, Siam Paragon, and Central World tend to be part of a young public 
2. What is your gender? 
The ratio between males and females was almost a 1:1 ratio. There were 27 males and 26 
females. This shows that both men and women shop at these locations. 
3. What factors influence your food choices while traveling? 
According to the pie chart in Figure 14, tourists choose their meals based on two factors, taste 
and price. Therefore, in order to influence tourists to purchase our product, we have to provide 
them with a unique rice taste at a reasonable price range. Furthermore, curiosity is another factor 
that should not be ruled out since this is what attracts several tourists to become more aware of 
Thai cuisine. 
 
189 
 
 
Figure 14: Factors influencing tourist food choices while traveling 
4. Would you consider taking rice back to your home country as a souvenir? 
The project team concluded that tourists would not be a good market for purchasing the 
packaged rice as a souvenir, as seen in Figure 15. However, restaurants would be a beneficial 
target market because tourists are interested in trying the product, as seen in Figure 17 below in 
question 9.  
 
Figure 15: Would you consider bringing rice back to your country as a souvenir? 
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5. Would you buy rice at the airport? 
Data shows that 94% of tourists will not buy rice at the airport. This confirms that in order to sell 
to tourists, we have to find a new channel of distribution. 
6. Have you heard of “hand-milled rice”? 
The survey shows that most tourists have never heard of hand-milled rice because 73% of 
tourists answer “No” to this question. As a result, it is part of our marketing strategy to raise 
awareness about hand-milled rice to the tourists. 
7. Do you know how to cook rice? 
Every respondent claimed that they know how to cook rice. Therefore, it might not be necessary 
to put rice-cooking directions on the product package to target tourists. 
8. Which of the following is the most important trait of a rice package?  
 
Figure 16 displays the most important traits of a rice package according to the tourist population 
surveyed. Thirty percent of the respondents consider the nutritional information as the most 
important trait found in a package. Additionally, 29% of tourists care about packaging materials 
and note that they prefer eco-friendly supplies. All this information indicates that the Raks Thai 
Foundation should include the nutritional information of the rice and build a package from eco-
friendly materials in order to target the tourist population. 
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Figure 16: Most important trait of rice package 
9. Would you buy this product? 
Figure 17 shows that most tourists would by the rice, despite the fact that they would not 
purchase the product at the airport or as a souvenir. These results suggest that we could target 
restaurants that tourists visit. 
 
Figure 17: Would you buy this product? 
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10. What additional information would you like to see on this package?  
 
Figure 18 identifies that most respondents want to see an original recipe on the rice package. 
Therefore, an authentic Karen recipe that uses rice should be included on the package of the 
product to attract potential customers and raise awareness of the Karen traditions. 
 
Figure 18:  Additional information on the package 
11. What price would you be willing to pay for this bag of rice? 
 
The bar graph in Figure 19 indicates that most tourists will be willing to pay between 81 and 100 
baht for 1 kilogram of rice. As a result, the product should be priced around this range for the 
tourist population. 
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Figure 19: What price would you be willing to pay for this bag of rice? 
12. Which form of advertising would influence you to purchase this rice product? 
Data in Figure 20 shows three appropriate forms of advertising that would influence tourists to 
purchase the rice the most. These forms of advertising include TV, Magazine/Newspaper, and 
Internet. Further research should be conducted to identify the elements that should be included in 
TV, magazine and newspapers advertisements. 
 
Figure 20: Which form of advertising would influence you to purchase a rice product? 
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13. Where do you shop regularly? 
Figure 21 shows that the shopping mall named “Siam Paragon” is the most frequented place that 
tourists choose to go shopping. This information is not as relevant to our project as the other 
questions on the survey because the production of the Mae Khong Khaa rice is limited, meaning 
that it would be very difficult to keep up with the demand from a large market like this. A 
limitation for this question is that we may have surveyed several tourists visiting for the first time 
this location.  
 
 
Figure 21: Where do you shop regularly? 
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Appendix U: Data Analysis: Professor Surveys 
Analysis of the survey in Appendix Q: Professors Survey 
*Numbered questions represent questions on the survey, followed by an analysis of each question.  
1. What is your age group?  
The majority of respondents were in 45-54 age group. This information identifies that these 
results best represent the views of the middle-aged professors’ population.  
2. What is your gender? 
There were 14 interviewees and out of 9 males and 5 females. This shows that the majority of the 
population interviewed was male. 
3. How many members live in your household? 
It was identified that 11 out of 14 interviewees have 4 or more members that live in their 
household. This provides the project team information about how large rice packages should be 
to meet consumer needs.   
4. What factors influence your rice purchase? 
Data from this question show that the factors that most influence rice purchases for this 
population are nutritional information and the type of rice. In order to reach out to the professor’s 
population and attract them to this rice product, nutritional information and taste preferences 
should be considered. Further assessments should be done on this population to identify the best 
way to reach this population if it is found to be the best target population for this rice.  
5. How often do you consume rice? 
The majority of survey respondents consume rice every day of the week, which suggests that at 
least one meal each day contains rice. The fact that rice is eating nearly every day suggests that 
there is a large demand for rice and it can be assumed that if the costumer bought and liked the 
product they may buy the product often.  
6. Have you heard of manually milled rice? 
All of survey respondents were aware of what manually milled rice is. This is important because 
it suggests that professors would not be as interested in reading a brochure that focuses on what 
manually milled rice is. The brochure instead could focus on the nutritional value or other 
characteristics of the rice to attract the population.  
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7. Please rank for influence of the rice properties listed. 
Data suggests that 9 out 14 of survey respondents consider the type of rice the most important 
property to influence the purchase; the second most popular property is the nutrition within the 
rice. The fact that the rice type influences their purchase of rice could be a limiting factor for the 
professors’ population because if they prefer white rice over brown rice this rice product might 
not meet their wants. However, since nutrition is important to professors, the product could be 
marketed with its specific nutrition information. 
8. Where do you usually purchase rice from? 
Tesco and Tops are the top two popular places that respondents purchased their rice from.  
Although it was determined that the grocery store markets were not ideal for this rice, it could be 
marketed as local outdoor markets near Tesco and Tops grocery stores and advertisements can be 
used to attract professors to the market. 
9. What are the most important packaging characteristics? 
Figure 22 indicates that the professors value nutritional information the most out of the listed 
characteristics in the figure.  This information helped the project team create the 
recommendation for the Raks Thai Foundation to get nutritional testing done and put the 
information on the package. The results in Figure 22 also suggest that color of the package and 
cooking instructions are attributes that consumers do not consciously consider while purchasing 
rice. Thus, color and cooking instructions should not be the primary focus of the packaging. 
 
Figure 22: Which of the following is the most important feature or characteristic that you want to see on a package of 
rice? 
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10. Would you be willing to buy Mae Khong Khaa rice? 
71% of respondents surveyed stated that they were interested in buying the Mae Khong Khaa 
rice. This response solidifies our hypothesis that professors are one potential market for the rice.  
11. What additional information would you like to see on this package? 
The majority of respondents identified that they would like to see cooking instructions on the 
package. These results conflict with data gathered in question 9. Thus, we are relying on the 
results from the tourist population for any additional information that should be added to the 
package.  
12. How much would you pay for this rice? 
Figure 23 shows that the majority of survey respondents would pay less than 80 baht for the rice. 
This indicates that with current packaging the Raks Thai Foundation is selling the rice at a good 
price to reach professors as consumers.  
 
 
Figure 23: How much would you pay for 1 kg of manually milled rice? 
13. How would you like to receive the information about the product? 
Respondent results, shown in Figure 24 show that 50% of the population best receive 
information through the internet. The next best mediums to reach this population would be TV, 
magazines and news. The results also suggest that the radio and other mediums are not necessary 
to target to reach the professors.  
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Figure 24: How would you like to receive information about this product? 
14. Where do you go grocery shopping? 
The results, shown in Figure 25, identify that Tesco and Tops are the top two places for grocery 
shopping. These results as well as the results from question 8 identify that this population goes 
grocery shopping at the same location that they purchase their rice from. Regularly  
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Figure 25: Where do you go for grocery shopping? 
15. Where do you shop regularly? 
The results, shown in Figure 26, identify Central Department Store, Big C, and Tesco are top 
three places for shopping. This may suggest that only a daily bases Tesco is a location that this 
population goes for all forms of shopping. A limitation of this question is that the respondents 
could have interpreted this question as where do you go grocery shopping on a daily bases, 
similar to the previous question. In addition, this does not aid in our research because the limited 
rice production from the village cannot meet the demands of these large stores.  
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Figure 26: Where do you shop regularly? 
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Appendix V: Data Analysis: Market Surveys 
Analysis of the surveys in Appendix R and S: Farmers Market Survey and Nihonmachi 
Survey 
*Numbered questions represent questions on the survey, followed by an analysis of each 
question. Figures 28 and 31 in this appendix can be found in Chapter 4.0, Results and Analysis.  
1. What is your age group?  
The majority of the respondents were in the 25-54 age group. Age groups were more important 
when analyzing the data from other questions. We chose the groupings 24 and younger, 25-54, 
and 55 and up because according to the Central Intelligence Agency, these groups of people are 
represented almost equally in Thailand.  
2. What is your nationality? 
There were different nationalities found through our interviews. Twenty five percent of the 
population interviewed comes from a Western country such as Great Britain and the USA. Five 
percent were Asian people from Hong Kong, Taiwan and Vietnam. Thirteen percent were 
Japanese and 57 % were Thai people. This data is shown in Figure 27. More of the half of the 
population analyzed is from an Asian country. Therefore, our marketing plan should be geared 
towards the Asian culture present in Thailand. One limitation of this question is that we did not 
conduct a random sample at the markets. We purposefully asked Caucasians, Thais, and 
Japanese to take our survey so that we could analyze the populations.    
 
Figure 27: What is your nationality? 
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3. What is your profession? 
The people surveyed present a variety of professions. These professions vary from housewives, 
students, business owners, professors, engineers to analysts. The people surveyed in Bangkok at 
K-Village and Nihonmachi market display an affluent profession whereas the people from 
Chiang Mai show traits of a working class. Through this data we can see that the target groups 
are part of a middle class to middle-upper class. This information is relevant because we are 
trying to market the rice as a more expensive, unique, hand-milled rice and must target a 
population that has the money to purchase it and would be willing to spend the extra money. A 
limitation in this question is that since we gave respondents the option to fill in the blank for their 
profession, we were not always sure what the average salary of that profession would be.  
4. Do you currently live in Thailand? 
Thai citizens and expats compose the 96 % of the people surveyed who live in Thailand. 
Therefore, our marketing strategies should be focused towards a consistent market where locals 
shop. We designed this question to assess whether the Japanese population at Nihonmachi 
market was Japanese expats, currently living in Thailand. 100% of the Japanese surveyed lived 
in Thailand, which shows that Japanese expats make up a portion of the population at 
Nihonmachi market.  
5. Are you conscious of your vitamin and mineral intake in your diet? 
The team determined that from the surveys at K-Village Market and Nihomachi Market, 56.3% 
of the surveyed population responded yes. Although this is only slightly more than half, the 
surveys were a good sampling of the populations at the market. In comparison, the surveys taken 
at Ton Payorn market revealed that 65% of the population was conscious of the vitamin and 
mineral intake in their diet, which would make the populations at these markets potential 
consumers for the Mae Khong Khaa rice. A main limitation of this question was that we assumed 
that if a respondent answered yes, they may be interested in purchasing hand-milled rice for its 
nutrition benefits. Despite this, we feel that this question is a good representation of whether the 
respondent would be interested in purchasing healthy rice.  
6. How often do you eat rice? If every day, how many times per day? 
At K-Village and Nihonmachi, 74.6% of the population responded that they eat rice every day, 
and often times two to three times per day. At Ton Payorn market, 95% responded the same way. 
This shows that the populations at these markets buy rice in order to consume it several times per 
day, which would make a rice product potentially successful at these markets.  
7. Do you know what manually milled rice is? 
Data suggests that 67.1% of respondents from K-Village farmers market and Nihonmachi know 
what manually milled rice is. At Ton Payorn market in Chiang Mai, 80% of respondents knew 
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what manually milled rice was. There is a relatively high understanding of the words “manually-
milled” rice. However, this might be because of the word relation. A strong awareness campaign 
showing the uniqueness of the rice should be created. 
8. If you answered yes to Question 7, how much would you pay for 1 kg of manually milled 
rice?  
48.9% of the respondents from K-Village farmers market and Nihonmachi said they did not 
know how much they would pay for 1 kg of the rice. This means that although they are aware of 
the rice, they are most likely not aware of manually milled rice in a market setting. A different 
trend was seen in Chiang Mai, since 18.7% is a small population that did not know what they 
would pay for 1 kg of the rice. 
9. How often you come to this market? 
Approximately 46 % of people surveyed in Bangkok visit K-Village and Nihonmachi market at 
least once a month. At Ton Payorn market in Chiang Mai, 79 % of the population visits the 
market every day. This means that fresh markets which are constantly open are more visited by 
locals. The K-village farmers’ market is hosted only once a month. Not many people are aware 
of it; therefore, the lower presence of people. If we were to target farmers’ market more 
propaganda should be performed in order to make first and second time customers aware that the 
rice is being sold at the market.  
10. How often do you currently have access to the internet?  
The surveys taken at Ton Payorn Market in Chiang Mai, K-Village famers market, and 
Nihonmachi market in Bangkok showed that 100 % of respondents have access to the internet 
every day. This information suggests the potential success of social media and YouTube use to 
promote the product. 
11. Do you use QR codes? 
Surprisingly, approximately 69 % of the population does not use QR codes or does not know 
what they are or how they are used. Through this data we can see that QR codes are not a 
powerful strategy to promote a product in Thailand.  
12. Do you use Facebook? If so how often? Do you use YouTube? If so how often? 
People displayed a trend to often use YouTube and Facebook. Figure 28 seen below shows the 
percentage of people surveyed at Nihonmachi Market, K- Village and Ton Payorn market who 
use these two mediums and how often they use them. 
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Figure 28: Facebook and YouTube use 
13. Is the name Khaw Khong Khaa appealing? 
The potential name “Khaw Khong Khaa” was accepted by 30 % of the population surveyed. This 
could be because the population had not enough information to understand the context of the 
question. Further names should be explored in order to choose the best alternative. 
14. What is most important to you when purchasing rice?  
 
Data shows that potential customers have three major influential factors when they purchase rice. 
These factors include the taste of the product, the type of rice and its nutritional value. The data 
collected from Nihonmachi Market, K-Village and Ton Payorn Market is displayed below in 
Figure 29 below. 
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Figure 29: What is most important to you when purchasing rice? 
15. Which of the following is the most important trait of a rice package?  
Data shows that the nutritional information and the information of the product in a language 
other than Thai are the two most important factors that should be included in the packaging of 
the Mae Khong Khaa rice. The information collected at Ton Payorn Market in Chiang Mai, K-
Village and Nihonmachi are shown below in Figure 30.  
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Figure 30: Which of the following is the most important trait of a rice package? 
In the following table the same information is displayed. However, as seen below, in Figure 31. 
The information displayed is the same as Figure 30. The data collected at Ton Payorn was not 
significant to change the main results. When analyzing the data collected from Japanese expats at 
K-Village and Nihonmachi, there was a significant amount that ranked the story behind the 
village as most important.  
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Figure 31: Which of the following is the most important trait of a rice package?: K-Village and Nihonmachi 
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Appendix W: Diagram of Rice Processes 
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Appendix X: Drying 
Drying grain prior to storing is essential for the prevention of fungi and toxins (Patil, 
2011). Aflatoxins are toxins that come from the fungus that is present in moist grain.    Aflatoxins 
can cause many health problems in humans including liver damage, and can cause liver and 
intestinal cancer. Although milled rice has generally low levels of aflatoxins, paddy and par-
boiled rice contain high levels because of the conditions they are grown and processed in. Fungi 
grow best in moist conditions, so if the grain is not fully dried or is stored in a moist place, fungi 
can grow leading to the appearance of aflatoxins.  
 There are several methods used to ensure both the high quality of the rice and the 
prevention of fungi (IRRI, 2013b). Most rural small-scale farmers dry their grain using a sun-
drying method. For the highest quality rice, the rice should be dried both after harvesting and 
immediately after hulling. Post-harvest grain is dried either by field drying or panicle drying. 
Field drying is the least useful, as the rough rice is allowed to dry in the fields overnight. The 
moisture content in the air rises during the night and is then absorbed by the rough rice, 
increasing its moisture content. Panicle drying is when the rough rice is bundled into groups and 
allowed to dry on mats or pavement. Although this method presents the problem of uneven 
drying, as the grains in the middle of the bunch do not dry as fast as the outside, it is a more 
effective drying method than field drying. For post-processed rice, rice is spread on mats or 
pavement and dried in the sun during the day. The rice must be spread first, and frequently 
mixed to allow for even drying. The mixing is usually done manually by walking over the rice. 
Mixing should be done every 30 minutes until the rice has reached 13% moisture content (Patil, 
2011). There are small devices that have been developed solely for the purpose of testing the 
moisture content of rice and grains that can potentially be introduced to small-scale farming 
villages (IRRI, 2013b). After the rice is dried, it is ready for milling as explained in the next 
section. 
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Appendix Y: Processing  
In the milling process, rice is transformed from rough rice, whose kernels are still 
encased in an inedible protective hull, to brown rice and further to white rice (Rice Knowledge 
Bank, 2009a). On small-scale farms in northern Thailand, hand milling is the most common 
practice.  
Hand milling requires villagers to physically pound rice in a mortar and pestle. The 
downward force on the grain forces the husk to separate from the rice (Rice Knowledge Bank, 
2009b). This method is labor intensive compared to other machine milling processes, damages 
the grain, and does not completely remove the bran. After grain is processed, it is winnowed 
where the unprocessed rice is separated from processed rice.  
During hand milling processes, only the hull is removed from the rice. The brown rice 
product contains a bran and germ layer that shortens the life expectancy of the rice. This short 
shelf life can be compared to the longer shelf life of white rice (Eat By Date, 2012). Rice that is 
not stored adequately loses significant nutritional and market value over time (Manalili, 2011).  
One way to increase earnings for farmers through processing improvements is by 
parboiling the rice before the rice is hand milled (Rerkasem, 2007). Parboiling prevents the grain 
from sprouting and spoiling. Parboiling also binds the rice grains together, which decreases the 
amount of breakage in the grain. By using this method, farmers are able to sell rice with moisture 
levels of 20% or higher, instead of the 14% required by non-parboiled rice. Despite these 
positive qualities, parboiling the rice compromises the taste which in turn decreases consumer 
appeal. Parboiling is just one method; there are several different storage methods that can be 
used to create a product that has both a longer shelf life and a higher market value. 
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Appendix Z: Storage 
It is essential to have a quality product to be able to succeed in the food industry market. 
Effective storage practices and facilities contribute to maintaining high quality rice. Current 
storage processes in Thailand span from small-scale farm storage to large government-subsidized 
facilities (Phoonphongphiphat, 2013). 
    Thailand favors large storage facilities, as seen by their addition of over 180 government 
storage warehouses for grain (Phoonphongphiphat, 2013). However, the rapid growth of these 
large-scale facilities over the past few years has prevented the government from providing 
support to small-scale farmers located in rural areas of the country. In the process of expanding 
rice facilities, the government’s focus on improving rice storage practices has been minimal. In 
2013, Thailand lost over 410 billion Baht of revenue due to food storage problems (Grain Pro 
Inc., 2013). 
Due to the government’s focus on improving and expanding large storage facilities, 
small-scale rural storage practices and facilities have remained basic (Nagnur, 2006). Rural 
storage facilities over the years have allowed farmers to provide food for their family; however, 
they are not able to produce a high-quality rice surplus because pests and traditional milling 
processes degrade the quality of the rice.  
Once harvested and dried, grain is often mixed with natural resources such as coal, for 
preservation (Nagnur, 2006). In the highland regions of Thailand such as the Dharwad District, 
rice and other cereal grains are sun-dried, and neem leaves, salt, ashes, and even garlic are mixed 
with the rice. In rural villages, Nagnur (2006) states that most of the preservatives used are local, 
natural, and eco-friendly materials. After preservatives have been added to the grain, the grain is 
stored in facilities such as Kanaja, Sandaka, Kothi, Utrani, and Hagevu. Each of these storage 
techniques is described below. 
Kanaja: Kanaja is a cylindrical storage container made out of bamboo whose walls are plastered 
with a mixture of cow dung and mud (Nagnur, 2006). The top is covered with cow dung and 
mud or covered with paddy straw or gunny bags. This method is used in lowland paddy regions 
as well as highland zones. 
Sandaka: Sandaka is a box made of wood used to store smaller quantities of rice for household 
consumption (Nagnur, 2006). It is placed a few feet above ground level to prevent moisture from 
coming in and contains outlets to withdraw the rice without removing the lid. In addition, 
Sandaka can contain partitions inside the box to hold two to three different types of rice. 
Kothi: Kothi is a large storage room that contains a large door to pour rice through and an outlet 
to retrieve the rice (Nagnur, 2006). This type of facility is found in places where substantial 
quantities of rice are grown and stored. 
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Utrani: Utrani is a small mud pot made by potters for grain storage (Nagnur, 2006). Families 
have many of these that they stack on top of each other. 
Hagevu: Hagevu is an underground storage area that is insulated with straw ropes to prevent 
damage from moisture (Nagnur, 2006). The structure is filled to the top with rice and sealed with 
straw and mud. The benefit of the Hagevu method is that it does not require fumigation to 
remove pests. This storage method provides long-term mold prevention and takes up less storage 
space. However, this process is not a good storage method for rice seed that will be planted in the 
future. 
Although these storage facilities are effective, there remain problems with insects in grain 
storage in many regions (Mishra, 2012). Insects have been a problem around the world for 
decades and are still a leading cause of food spoilage in Thailand. 
Hermetic Storage 
According to Villers (2006), milled rice is more difficult to store long term than unmilled 
rice. However, experiments in the Philippines have shown that when milled rice is stored 
hermetically, it can be safely kept for over one year. There are several hermetic packaging 
methods for storage that can prolong shelf life, each used for different purposes. For rice storage, 
organic hermetic storage is the most feasible and sustainable approach as it does not involve 
machines or electricity.  
Organic hermetic storage depends on eliminating the metabolic activity and respiration of 
organisms such as insects and mold (Villers, 2006). The objective of this method is to create a 
low oxygen and high carbon dioxide sealed atmosphere that can preserve the grain. This method 
has been identified as the most suitable technique to preserve rice bran because it maintains a 
constant moisture level. The minimum levels of oxygen in this method lead to the mortality of 
most organisms in a period of two weeks. Additionally, this method allows for a postponed use 
of pesticides. Organic hermetic storage can also be applied to seed storage and is often used in 
hot, humid climates. Countries such as Costa Rica, Indonesia, and China have utilized this 
technique with successful results.  
Plastic enclosures called “cocoons,” “cubes,” “volcanic cubes,” and “super grain bags” 
are used for organic hermetic storage (Villers, 2006).  The “super grain bag” is a multi-layer 
plastic bag with a low permeability for gas and water, which allows farmers to protect their 
products from rodents. An option for rural villages is to implement this type of storage 
mechanism using empty gallon drums for the storage and transportation of rice. This method is 
heavily used in Asia and results in medium to long term storage of rice. 
China has researched successful rice storage practices for the prevention of insects since 
1990 (Wang, 2010). Over the past decade, China has studied pest prevention methods such as 
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fumigation and the use of warehouses and silos for the storage and transportation of grains. 
China has identified the relationship between oxygen concentration and moisture concentration 
in storage.  In the past few years, India has been asking China for advice on grain storage 
techniques. Both China and India have increased their profits from rice exports due to the 
changes they have made in storage practices. However, China has not been able to implement 
profitable small-scale farming practices (Oryza, 2013). 
Rice Storage in Nepal 
Projects have been completed on small-scale farms in quality assurance to address the 
problems that government organizations have not acknowledged (Johnson, 2012). In 2005, 
Nepal’s International Fund of Agricultural Development, IFAD, in partnership with the Institute 
of Agricultural and Animal Science, IAAS, initiated a project to tackle food security and 
sustainability in the uplands of Nepal by creating better seed storage conditions and increasing 
community support. On small-scale farms in upland Nepal, IFAD and IAAS worked with 
villagers to implement successful grain storage strategies. This project worked to introduce ideas 
that could be implemented not only in the district of Lamjung, but also throughout Nepal, as 91% 
of the rice produced in Nepal is on small-scale farms. 
The IFAD provided rice seed from the IRRI and the National Rice Research Program, 
NRRP, to farmers in Nepal and conducted field trials using the different varieties of rice, which 
allowed farmers to identify the best types of rice for their villages (Johnson, 2012). The farmer’s 
goal was to be able to produce rice that would have a “high yield, resist drought, have good 
cooking and eating quality, tolerate pests and diseases, and command a better price in the 
market” (para. 6). Over time, the IFAD project identified four upland rice types, Radha-32, 
Ghaiya-2, IR55435-5, and Pakhejhinuwa, and six lowland rice types, Radha-4, Ram Dhan, 
Barkhe-3017, Sunaulo sugandha, Barkhe-2024, and NR-1824-21-1-1, that fulfilled the goals of 
the farmers. 
The next step for the farmers was to create a long-term seed storage plan in order to keep 
rice production processes healthy (Johnson, 2012). Local villages in Nepal started using a 
“community-based seed production program,” which allowed the community to come up with 
their own seed production program.  The community learned how to process and store seeds. The 
seeds that were put in the community food bank were collected from many different farmers in 
the district. This program, overseen by the IFAD, was successful in creating leadership roles for 
both men and women in making decisions on seed keeping, seed health management, and 
varietal selection. The success of the program increased the amount of free time farmers had to 
grow other crops, keep bees, and raise goats. These additions allowed farmers to gain alternative 
incomes instead of relying on rice sales for sustainability. 
By the end of IFAD’s time in Lamjung District, farmers were able to produce “4 tons of 
seeds in the first year, 20 tons the following year with about 1,000 farmer-buyers, and 30 tons in 
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the third year” (Johnson, 2012, para. 12). Men and women in the village were able to make 
additional income from other crops and buy other necessities such as clothes, food, and 
pesticides for their crops. 
After IFAD left the district in 2009, the Consortium for Unfavorable Rice Environments, 
CURE, continued the research in that location (Johnson, 2012). CURE’s goal was to provide 
knowledge to over a hundred thousand farmers. CURE also worked with seven other villages to 
validate that the rice would grow in varying environments. 
The stress tolerant seeds that the IFAD and CURE were able to identify as well as the 
processes associated with the project in Nepal could be implemented in small-scale villages in 
Thailand. The community food bank method allows villagers to store the best seeds for the 
following year’s planting. However, this strategy can only be developed if communities are 
willing to work together. Once the quality of rice reaches its full potential, the food product can 
enter the market and other marketing strategies such as visual mediums and packaging can be 
considered. 
 
 
 
 
